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HOMES FOR INDUSTRY ACROSS CANADA 


Quality premises, architecturally de- LEASE Over 90% of our business is conducted 


signed, engineered and speedily erected 
for clients. 


Write for our illustrated brochure: 


TORONTO 


through the good services of the 


nation’s real estate brokers. 


INDUSTRIAL LEASEHOLDS 


AN AFFILIATE OF WEBB & KNAPP (CANADA) LTD. 


(1957) LTD. 


Head Office Toronto, 12 Sheppard St. * 1018 The Burrard Bidg., 1030 West Georgia St., Vancouver, B.C. 





CAREB 
STATIONERY SERVICE 


Stocks of the undermentioned pamphlets, cuts, 
etc., are kept at the CAREB office for the conveni- 
ence of realtor members of the association. For 
example, the pamphlets on home-buying and selling 
can be distributed to prospects: they have room on 
the back for your name and address. 


Use of the CAREB cut on your letterhead will let 
people know that you're a CAREB member, as will 
use of the CAREB decal on your window or car. 


PAMPHLETS 
Helpful Hints for Home Buyers 
Helpful Hints for Home Sellers 


Helpful Hints on Using the 
Co-Operative Listing Service 


$2.00 per hundred 
$2.00 per hundred 


$3.00 per hundred 


Construction Pointers 10c. each 


CUTS, DECALS, PINS 


CAREB Realtor cuts for Letterheads $3.50 each 
CAREB Realtor window decals size 8" x 6" 50c. each 
CAREB Realtor lapel pins $1.50 each 





Space For A “Sold” Sign 


lhousands of spaces just like the one above are 


quickly filled by Realtors who concentrate more 
real estate advertising in the Daily Star than in 


both other Toronto newspapers combined. 


Increase your use of “SOLD” signs with results 


from Canada’s largest newspaper. 


TORONTO DAILY STAR 








The Canadian Realtor is the 
official organ of real estate in 
Canada. It is published monthly 
for the Canadian Association of 
Real Estate Boards. 
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“It is well for a man to respect his own vocation, whatever 
it is, and to think himself bound to uphold it and to claim for 
it the respect it deserves.” — Charles Dickens. 


WHAT IS A REALTOR? 


Webster gives us two words which could be used in an explanation of 
any professional association, including Real Estate: 

SYMBIOSIS: separate organisms united under one cause. 

SEVERALTY: the condition of being separate or distinct. 

We could thus word a short sentence, ‘‘A Realtor is a real estate broker 
who, along with others decryed their severalty and created a symbiosis.”’ 

Like all short sentences, this one needs qualification. Let’s put it this 
way: 
“A Realtor is a broker, who along with other perceptive and-enlightened 
individuals, have banded together with the intention of lifting their profes- 
sion from the quadmire of loosely conducted tactics, which could and have, 
collected criticisms — to a high level of sound business practice, enhanced 
by a code of ethics which does not permit nefarious business transactions.” 

The term ‘Realtor’ is no longer just a coined word which suggests the 
user to be involved in real estate. It is a word with much meaning. Al- 
though the Canadian and English Dictionaries still do not recognize the word, 
it has found its way into the American Webster’s New Collegiate edition 
which says: ‘’A real estate broker who is an active member of the National 
Association of Real Estate Boards.’’ Webster’s unabridged includes the defi- 
nition, ‘‘A Real Estate Broker who is an active member of a local board 
having membership in the National Association of Real Estate Boards, an 
Association incorporated in 1908, for the advancement of the interests of 
real estate brokers and the protection of the public from unprincipled agents 
or brokers.’ 

A Realtor is a sparkplug . . . a visionary . . . a liaison officer... a 
developer . . . a molder of communities. A Realtor does all these things 
with a deep-rooted sense of ethics. He sparks developments and s!um 
clearances. He is a buffer between buyer and seller, a man to whom both 
parties can look for assurance. He provides a key to better living. He opens 
up new areas and assists in creating beauty and civilization from raw land. 
His associates are found like a monilated necklace across the breast of 
Canada. 

His practice is extensible . . . he develops sometimes far beyond the 
environs of his office. Through the policies of his Association his actions 
are woven into the fabric of sound Canadian economy. He has assisted in 
making Canada the best country in the world, bar none. 
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first of two parts... 


SELLING REAL ESTATE TODAY 


By W. H. SHORTILL, B.Comm., F.R.I. 


This article is part of an illuminating address recently given by Mr. 
Shortill at a luncheon for Salesmens’ Division of the Toronto Real Estate 


Board. 


A graduate of Queen's University, Mr. Shortill has been active in 
real estate since 1936. He is past-president of C.A.R.E.B., past-president 
Toronto Chapter, $ R.A., and Fellow of the Real Estate Institution. 


From Then To Now 


The first recorded transfers of Real 
Estate were in Biblical days. We find 
the Babylonians and the cities of Nin- 
eveh and Tyre built in the pre-biblical 
era exactly like the modern buildings 
now being built in New York city, being 
similar in style to our traditional wedding 
cake 


Real Estate Requires Study 


Real estate is the greatest business on 
earth; literally you sell the earth. The 
greatest industries in the world could not 
exist without the real estate on which 
their plants are erected. Real estate is 
far from a profession, is not an exact 
science, but in years to come | think it 
will rapidly become more _ professional- 
ized. | would like to suggest, however, 
your immediate use of what | choose to 
call the professional approach; the need 
for specialization, the need for concen- 
tration, the need for more study. There 
is a great need for better qualified men 
as practitioners of real estate. This trend 
has developed both here and in the 
United States. However, this is a long 
term trend. What can we do in the short 
term trend? What can we do on today’s 
market? | have been asked to write my 
thoughts on “‘selling real estate today”, 
so for the next short while, | would like 
to develop that theme, but | hope in my 
conclusions to give you food for thought 
as regards the long term professional 
viewpoint of study or approach. Let's, 


however, start with ‘‘selling real estate 
today”’ 
Development 


Training: This is not a 5-day-week 
job. Real estate, in my opinion, cannot 
be run on a 5-day week, particularly 
since in the house market, with long 
week-ends, we find that is the most 
opportune time to get the husband and 
wife together to show properties. With 
regard to industrial listing, we have dis- 
covered that Saturday morning is the best 
time for inspection because with the help 
away, the offices and factories are read- 
ily available for quick inspection and as 
many as 15 properties may be covered 
in approximately four hours. 


Listen and Concentrate 


To me the constant alibis | hear cre 
‘| didn’t think’ or ‘‘l didn’t hear the 


client's thoughts when he _ expressed 
them’’ because the salesman was so 
engrossed in talking or endeavouring to 
anticipate the client’s objections. In 
other words, he was not concentrating on 
what was being said at the time, so at 
all times, listen carefully. 


It has been proven that ‘‘you are us 
you think’’. We should all strive to adopt 
Qa positive attitude or viewpoint. No one 
can refute that our co-operative sales 
may be up as much as 50% this year. 
No one can refute the thousands of new- 
comers who are entering our city every 
year. No one can deny that the savings 
accounts in Canada are at their all-time 
peak; likewise, | believe this applies to 
life insurance. There is tremendous in- 
dustrial and commercial activity through- 
out our country, and with the seaway 
project to open in 1960, how can anyone 
in Canada be pessimistic about this 
business of real estate 


In addition, we know that our dollar 
is shrinking in value due to inflation 
about 5° a year or slightly more than the 
American dollar, which has been running 
just over 4° per year. We know C.M.- 
H.C. in 1956 told us there was an 
increase in building costs, e.g. land and 
building across Canada, of about 12%, 
so real estate is the greatest and best 
hedge against inflation for people with 
fixed incomes, as security for old age, 
quite apart from the many social bene- 
fits that the home owner adds to the 
community, when he turns from a tenant 
to a home buyer position 


Simple Thought 


| therefore urge you all to adopt a 
simple thought, namely that there is the 
greatest opportunity for you in real es- 
tate, that the best years, the largest 
deals, are still to come. 


Adopt this positive attitude; Be sincere 
about studying this business. It is also 
important that you improve your personal 
appearance as much as possible and, of 
course, endeavour to develop good per- 
sonal habits. | do not wish to dilate on 
these two items except to say if you are 
sincere, industrious, reliable and enthusi- 
astic, you will go a long way in real 
estate, since the public generally are 
hungry for service by a salesman who is 
interested in their particular problems 
and welfare. If you adopt this attitude 
you cannot fail to be successful, and of 
course, commissions follow deals. 





HUGH SHORTILL 


Be active in organizations in your 
community, in your Board and your Pro- 
vincial and Federal associations of real 
estate boards. No one in our business 
can be too well known. You literally can- 
not know too many people. Don’t get in 
a rut. As a small suggestion, many peo- 
ple regularly eat noon luncheon for years 
at the same club or restaurant. | would 
suggest that you lunch at different places 
since you will expose yourself to many 
potential clients. 


Personal Organization 


Personal organization of your life is 
important so that you can devote the 
business hours to business. Your office 
organization, and | am talking primarily 
to the salesmen now, should be simple. 
You need (1) a diary, (2) three folders, 
one for current deals, one for pending 
deals and a personal folder. In addition, 
| recommend you build up through the 
years two other folders which in my 
opinion are extremely valuable, namely, 
an advertising folder and a sales folder. 
Often you can take one or the other 
home with you and study articles on 
selling or write your ads literally from 
information in your advertising folder. 
In addition, take great care of your 
prospect, make a permanent record on a 
card and add all pertinent information 
from them on to your card. We lost a 
¥2 sale the other day for $300,000.00 
at Woodlawn and Yonge in Toronto. Al- 
though we had a client lined up for the 
building, a competitor got to the client 
first and sold our listing to him. 


The value of a prospect card is simple 
to figure out. If your average sale in the 
office is $20,000.00, the average com- 
mission is $700.00. Therefore, every 
prospect card that is neglected or lost of 
a client who buys a home, has cost you 
$700.00. The abuse of prospects, in my 
opinion, is tremendous. Speaking again 
to the house salesman or the industrial 
salesman, since your car is your office, 
it is all important it be 100% present- 








able. Here’s a point, | do not wish to 
elaborate on, except to say that when 
you go to see a buyer or a seller, you 
should have all the tools of the trade 
with you — Offers to Purchase, Listings, 
Cheques, etc. 

Time is all important; time is the 
breath of life. Never procrastinate — | 
will give you an example where we 
missed one day recently, in supplying in- 
formation to a client and it may cost us 
a sale in excess of $600,000.00. This 
happened just two weeks ago. Lost time 
is gone forever. All you have to do is 
divide your income by a 50-hour week 
or 2500 hours per year and find out 
whether you want your time to be worth 
$5.00 an hour, $10.00 an hour or $2.00 
an hour. | think if we all worked out the 
value of our time we would not tend to 
abuse it so much. 


Dangers 


There are some simple dangers which 
green salesmen can avoid in our business. 
Briefly, one is the danger of a promise. 
Many salesmen, when the buyer or seller 
is willing to accept, go beyond the point 
of necessity and make a promise which 
later they fail to keep. It is much easier 
not to make a promise unless you intend 
to deliver. 


The greatest danger in the average 
office is the telephone, which is the 
refuge of the lazy or careless salesman. 
The telephone should simply be used as 
a convenient way of making the ap- 
proach for an appointment to save your 
time. Do not try to sell the actual prop- 
erty on the telephone — far better never 
to telephone if you can see the buyer or 
seller face to face. 


Talking Too Much 


Another great danger that new sales- 
men tend to fall into is to talk far too 
much. The salesman who talks constant- 
ly does not allow the prospective client to 
tell him what he, the client, thinks about 
buying or selling. Far better to ask intel- 
ligent questions, preferably those that 
expect a positive answer. 


The fourth danger, in my opinion, is 
the abuse of confidence — the glib re- 
vealings by the agent of personal details 
concerning his client; discussions about 
how the man or his family may live, the 
condition of their home, etc. Many 
agents abuse the confidence of the ven- 
dor or purchaser and fail to get repeat 
business. When in doubt, say nothing. 


| believe there is a need for a short 
term plan as well as a long term plan. 
In the immediate short term plan there 
is a necessity for the salesman to make 
a living now. | do not think small deals 
should be neglected for the potential 
large deal which may never come along. 
| think, however, that the long term plan 
of the salesman should be to constantly 
educate and improve himself in our 
business by taking the many courses now 
available in real estate. 


A long term plan should envisage con- 
stant use of C.A.R.E.B. Library, a grad- 
ual progression through the ranks of our 
Board activities or perhaps an active 
part in our provincial and federal organi- 
zations. The need for education will be 
far more urgent in years to come than it 
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is today. | have always visualized real 
estate as a continuous life-long study 
without a degree ever in sight because 
of the ramifications and changing devel- 
opments in real estate. A long term plan 
should visualize attendance at all pro- 
vincial and federal conferences with the 
idea of building up your contacts coast 
to coast in the years ahead. | could give 
you many examples of actual cases made 
by salesmen who have adopted this 
attitude. 


| think there is a need for our mem- 
bers to study public speaking since a 
salesman who can think on his feet tends 
to develop terrific assurance which is 
useful in meeting large groups of people 
or boards of directors who might be in- 
volved in making final decisions on sales. 


We have a suggested list of books 
which you can secure from your local 
Board library for a nominal deposit and 
if you adopt a plan to read one or two 
of these books monthly, after two or 
three years you would have a tremendous 
knowledge pertinent to your business. | 
think the master salesmen in our business 
are those who are prepared to study 
through the years and go far beyond the 
thought of simply making an_ isolated 
sale to a client. | would suggest you 
read outstanding books on salesmanship. 
There was one written two or three years 
ago by Frank Boettger in our library and 
there are many similar books by Dale 
Carnegie, Elmer Wheeler, etc. etc. 


Canada and the U.S.A. are in their late 
60’s, some in their 70’s and we have 
had outstanding men active still, even in 
their 80’s. You can build up a wonder- 
ful old age pension in our business com- 
pared to many businesses that scrap you 
by compulsory retirement at age 60 or 
65. Age is a distinct asset in our busi- 
ness. 


| have heard many salesmen talk and 
get very pessimistic about our business 
and yet, next to food and clothing, shel- 
ter is paramount. | do not wish to discuss 
pessimism or optimism since in my open- 
ing remarks | believe | proved to you 
that real estate is tremendously active in 
Toronto and Canada as a whole. | ‘in- 
derstand our assessment is now in excess 
of $3,500,000,000. Your own Toronto 
Real Sstate Board is second in co-opera- 
tive sales in North America. | believe 
we are exceeded only by Los Angeles. 
We have probably the second largest 
board in North America with a member- 
ship of approximately 2,600. Your Can- 
adian Association of Real Estate Boards, 
in a short 14-year period, has grown to 
a membership of over 8,900. | believe 
by 1960, C.A.R.E.B. will have over 10,- 
000 members. Relative to population 
between Canada and the U.S.A., your 
Canadian Association has made much 
greater growth in the past 14 years. At 
the present time, National Association 
membership in the United States, after 





SECRET OF MY SUCCESS? 


"| make it easy for them to buy!” 


— The Late Lance Rumble 





1 cannot help but think of the late 
Lance Rumble (a Toronto truck salesman 
and dealer), who was probably the great- 
est salesman of his kind in the world. 
Lance told me once that he had a very 
simple motto which was “’| just make it 
easy for them to buy’’. What a wonder- 
ful slogan or motto. 


Office Competition 


Competition in any office, in my opin- 
ion, is a wonderful stimulant. No one 
should be afraid of competition. | would 
suggest, however, that you strive to be 
the best salesman in your office. Do not 
compete with the worst producers but 
rather compete with the best. There is a 
saying, “‘if you aim at the stars you may 
hit the tree tops’’. Aim high and you 
will end up much better than average. 
| think all of us should strive to improve 
each year and | believe this is the one 
business the older you get the more your 
earning power will appreciate. Some of 
the most successful men in real estate in 


50 years, is slightly in excess of 61,000, 
with a population of 175,000,000 peo- 
ple. Relative to our population with a 
ratio roughly of 10 to 1, you would 
expect they would have a minimum of 
80,000 members at the moment. — So, 
organized real estate is in goods hands 
across Canada, and this helps you and 
me in our daily contacts with the public. 


You literally cannot know too much 
about your city, the community, the 
neighbours — and this applies equally 
well where you are selling homes or fac- 
tories. Large companies wish to know 
who their neighbours are; is there a good 
labour supply, where are the schools? 
etc. etc. Today, personnel relations are 
paramount in business and even sway 
the location of a large new industry or 
a man buying in a certain community. 
You, the agent, should know the answers. 


The last of two articles of Mr. Shor- 
till’s address will appear in the October 
edition of the Realtor. 








ONTARIO PROVINCIAL GOVERNMENT 


ISSUES WARNING TO SUMMER PROPERTY DEVELOPERS 


The Honourable W. M. Nickle, Minister of Planning and Development, 
issued the following statement as a result of Misleading advertising con- 


ducted in Toronto newspapers in July and August. The text is quoted 


verbatim below. 


Ownership of a piece of land, whe- 
ther a city lot, a farm or a summer 
camp site, is a cherished ambition on 
the part of many residents of On- 
tario. This is perhaps especially true 
of some new Canadians who feel that, 
by buying land, they may establish 
themselves in this country in the full- 
est sense of the word. 


The ownership of property can un- 
doubtedly be a source of considerable 
pride and happiness. However, unless 
reasonable precautions such as those 
outlined in this letter, are taken in 
buying land, the results instead may 
well be bitter disappointment and seri- 
ous financial loss. 


In recent weeks it has been drawn 
to my attention that a number of per- 
sons have found themselves in unfor- 
tunate situations as a result of certain 
land dealings and transactions. As 
Minister of Planning and Develop- 
ment, I consider it my responsibility 
to attempt to reduce in every possible 
way the chances of repetition of such 
situations. 


While the majority of land sale ac- 
tivities to which I refer are “summer 
resort” lots in the Georgian Bay and 
Muskoka areas, the possibility of 
embarrassing land entanglement lie 
in all areas of the Province which 
shelter persons who presume to know 
the law but knowingly do not comply 
with it. 


“WONDERFUL” OFFER 


The techniques of operation of these 
land “operators” are most varied and 
complex, so I will not undertake to 
outline them here except to say that 
these transactions all appear to be 
characterized by the offering of “won- 
derful” building lots at unbelievably 
low prices and the act of transferring 
all responsibility to the purchaser. 


Flagrant violation of the statute 
law of this Province will not be con- 


doned. 


There are 
that I would offer to those contem- 
plating purchase of lots which should 
be followed if they are to ensure that 
their purchase is not later proven an 


several simple 


unfortunate one. 


i 


Inspect the property to see if 
it is as suitable for building as 


advertised. 


Be certain that the property 
offered is in fact the property 
which will ultimately be trans- 
There are instances 
where persons have been 
shown lake shore property and 
found later that the property 
transferred was several hun- 
dred feet from water. Or, 
shown a beautiful building lot 
and later found that their 
deed entitles them to either a 
rock outcrop or a piece of 


ferred. 


muskeg. 


Do not purchase lots by ref- 
erence to a plan which has not 
been registered. Under On- 
tario law, it is illegal to sell 
or otherwise transfer property 
by reference to an unregis- 
tered plan of sub-division. 


Consult with a lawyer to be 
assured that the title to the 
property is clear. Many pur- 
chasers have found, as a re- 
sult of “do-it-yourself” title 
searching, that they find 
themselves in the position 
they have negotiated 
with a vendor who was not the 
owner, or there were other 
impediments in the title which 
seriously restricted their abil- 
ity to use the property as they 
had contemplated. 


where 


Check with the municipal 
office to determine what muni- 


guides 


cipal by-laws have been en- 
acted which would affect the 
use of the property. Are there 
minimum lot area and front- 
age requirements? Are there 
restrictions on the use _ to 
which the land may be put? 
What are the municipal re- 
quirements — minimum floor 
area or minimum building cost 
requirements? 


6. Be aware of the commitments 
associated with the purchase 
of property. Is the purchase 
price of the lot the last finan- 
cial commitment or will you 
be responsible as a lot owner, 
for costs of survey, registra- 
tion, provision of water and 
sewage services, construction 
of roads, provision of open 
space, etc.? 


Determine what services the 
Municipality and/or the devel- 
oper is able to, and will, pro- 
vide. Who is to provide the 
roads necessary to secure ac- 
cess to your property? If the 
area is not suitable for wells, 
who is to construct and main- 
tain the necessary waterworks 
system? If the soil is not suit- 
able for septic tank operation, 
who is to construct and main- 
tain the sewerage system? 
Who is to provide fire protec- 
tion, police protection and 
other public services? 


My Department is presently inves- 
tigating a number of land develop- 
ment operations with a view, if 
deemed advisable, to take whatever 
legal action is necessary in order to 
protect the public. 


You are free to make whatever use 
of this statement that you may think 
necessary in order to advise the pub- 
lic. 

Yours very truly 
W. M. NICKLE. 


a 








+ LEGAL 


NOTES + 


In all matters of legal jurisprudence, where we quote a decision, we do 
not intend that the reader should consider such decision as binding upon an- 
other circumstance. Although legal decisions for the most part are based on 
reference to precedence, nevertheless, the reader should be warned to treat 
each opinion solely for its own purpose. The reader must also be made aware 
that various shadings of the act that prompted the legal opinion can cause a 


difference of judgment. 


The articles in this column are designed solely for edification and thought. 
Any matters involving the legality of your proposed (or already committed 
actions) should be discussed with your own lawyer. 


REAL ESTATE 
COMMISSION 
IS AWARDED 


A Medicine Hat real estate opera- 
tor, Benjamin Stone of Stone Agen- 
cies has been granted a $700 real 
estate commission as a result of a 
judgment handed down by Chief 
Judge E. B. Feir in a district court 
sitting here Wednesday (June 18th). 

According to evidence presented by 
the claimant two city men, Andrew 
Knodel and John Tarnasky were 
introduced by Mr. Stone for the pur- 
pose of a house exchange transaction. 
It was pointed out that Mr. Knodel 
exchanged his $8,000 home at 530 
Ninth St. S.E. for Tarnasky’s $6,000 
residence at 1062 Queen St. Knodel 
was to receive the difference in cash. 

Mr. Stone claimed a five per cent 
commission of both deals but the de- 
fendants challenged that he was not 
instrumental in the sale. 

Chief Judge Feir awarded Mr. 
Stone $400 and costs of the court 
against Knodel and $300 costs against 
Tarnasky. The claimant was repre- 
sented by McMillan and Davies while 
Knodel and Tarnasky had Stone and 
Pritchard as legal counsel. 


FIRM ORDERED 
TO SETTLE 


A New York real estate investment 
company has been ordered by the 
Supreme Court of Ontario to pay 
$450,000 for an industrial plant and 
premises in Hamilton. 

Mailman Brothers had asked the 
court to rescind an agreement to pur- 
chase the eight buildings of Mercury- 
Chipman Knit Limited from the Na- 
tional Trust Company. 

They charged innocent misrepre- 
sentation on the part of Toronto real 
estate agent M. H. Lipton and Hamil- 
ton real estate firm of Chambers and 
Company over the condition and in- 
come of the property. 
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BROKER “LOST” 
$417,540 


The following article is quoted from 
the Montreal Gazette of July 2nd, 
1958: 


A local realtor has filed a Superior 
Court action for $417,540 on the 
grounds that he lost a paper profit of 
at least that amount when he was 
allegedly tricked out of a purchase 
agreement he made last year for the 
acquisition of Cote St. Michel Blvd. 
land for $742,000. 


The plaintiff, Irving Brown, claims 
the two big lots he was entitled to buy 
at 16 cents per sq. ft. by the uncom- 
pleted agreement are now worth 25 
cents for the same measure. Close to 
4,700,000 sq. ft. were involved in the 
deal for the St. Leonard de Port 
Maurice land. 


Brown is also suing for $10,000 
which he says he paid over to the 
proposed vendor of the land at the 
time the purchase agreement was 
made last August. Defendant Jake 
Rubin, formerly a merchant in Monc- 
ton, N.B., takes the stand that Brown 
went into default on the agreement 
when he failed to sign the deeds of 
sale last February. 


The plaintiff claims he held off 
making the $150,000 down payment 
and signing the deeds of sale because 
a prominent local notary advised him 
Rubin’s title to the property was not 
“clear and marketable”, as called for 
in the purchase agreement. 


It was after negotiations between 
the parties had failed to straighten 
out the title difficulties, Brown sub- 
mits that Rubin suddenly served no- 
tice on him that sale would have to 
be completed in three days on penalty 
of cancellation of the agreement to 
sell. The notice claimed the title was 
clear. 


When the plaintiff ignored this no- 
tice the property was immediately 
sold to another purchaser for the 
same price. But the selling agreement 
included an undertaking on Rubin’s 


part to remedy the defects in the 
titles. 


Brown does not blame Rubin alone 
for losing his “rights” to buy a prop- 
erty he says has enhanced in value 
by more than 50 per cent. In his ac- 
tion he demands the $417,540 amount 
jointly and severally from Rubin and 
the ultimate purchaser, Two Roses 
Investment Corp., represented by M. 
Messer. 


For, alleges the plaintiff, Rubin was 
“assisted” in “breaching” the original 
agreement by Messer. He claims that 
Messer had offered to buy his rights 
to the land “at a higher price” while 
the title discussions were in progress 
and was well aware of the defects in 
the titles at all times. 


Then there was the little boy who was 
taken to the concert by his mother. 
When the orchestra played the overture 
to ‘William Tell’’ he looked around and 
asked, ‘‘Where’s the Lone Ranger?” 


APPRAISER'S 
MEASURING WHEEL 


priced to sell 
ot $8.25 
with long handle in 
10” sections. 
$6.50 - 81%” 


hand set. 





Manufacturer claims this instrument 
to be practical and accurate. Folder 
sent on request, by writing 


Pix Products Co. 
Box 377, Cedar Rapids, 
lowa, U.S.A. 


Note: Better check with Customs Authorities to 
determine duties (if any) before ordering. 
Please quote the Canadian Realtor. 
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Effective use of Sliding Glass Walls 
Integrate Pool and Cottage Area 


Increasingly, in modern architecture 
‘indoor’’ and ‘‘outdoor’’ areas are de- 
signed to augment each other rather 
than exist as separate entities. The beau- 
tiful cottage and pool shown on this page 
are made integral by the use of sliding 
glass doors which “‘bring the outdoors 
in’’. The utilization of open glass areas 
enhances the feeling of space and free- 
dom in a room while furnishing the 
optimum condition of natural illumina- 
tion. 


‘ 


Until recently designs of this nature 
were restricted to warm climates. Exter- 
ior sliding glass windows and doors were 
impractical in most areas of Canada 
because of the frequent wind, chill and 
dampness that exists from time to time 
throughout the country. 


One of the major inadequacies in our 
construction materials was the lack of an 
effective weather seal that would insure 
weather tightness even under the most 
adverse weather conditions. 


The development of a wood pile 
weather seal has done much to alleviate 


these geographic restrictions on glass 
wall construction. Wool pile weather seal 
provides lifetime, positive protection 
against intrusion of rain, snow, wind, 
insects and dust, and in so doing make 
it possible for home builders in all areas 
of Canada to take advantage of light 
and space-giving types of construction so 
popular in the tropics. 


Wool pile not only acts as a positive 
weather seal, it also provides a superior 
bearing surface on which windows and 
doors slide silently without developing 
any “‘‘play’’. 


Wool Pile the Secret 


Wool pile weather seal which is manu- 
factured by the Schlegel Manufacturing 
Company of Oakville, Ontario ‘s avail- 
able in hundreds of shapes and backings 
of stainless steel, galvanized steel, plas- 
tic, or aluminum. Pile heights and thick- 
ness are tailored to the individual appli- 
cation to provide the maximum sealing 
and bearing qualities desired by the win- 
dow or door manufacturer. 


WARMTH OF SUMMER 





NEW MATERIALS 
NEEDED NOW 


A concerted effort to devise new meth- 
ods of house construction is an absolute 
necessity, according to William Zecken- 
dorf, Jr., vice-president of Webb & 
Knapp (Canada) Ltd. 

Talking to Toronto builders during a 
visit to the National Home Show at the 
CNE, Mr. Zeckendorf said: ‘The future 
of the home builders is tied to the ability 
of builders and producers to find new 
materials and methods.”’ 

It is his belief that 10 to 15 per cent 
of the cost of a house could be saved 
by using new methods and materials. 
This saving must come soon, or builders 
may price themselves out of the market, 
he said. 


AUTO OPERATION 
COST FIGURES 


Ever wonder how much it costs to 
run your car for a year? If it’s an 
“average” car and you drive it 10,000 
miles, about $1,034, or roughly $2.83 
a day. An AAA estimate gives this 
breakdown; depreciation, $530; licen- 
ses, $18; insurance, $106; gasoline, 
$250; repairs and maintenance, $75; 
tires, $55. The cost has gone up 10% 
in the last two years, will probably 
rise another 5% in 1958. 











OTHER COUNTRIES 
BID ON DESIGN 
TORONTO CITY HALL 


ILM. Pei & Associates, architects and 
planners for Webb & Knapp (Canada) 
Limited and the firm responsible for the 
planning of the current multi - million 
dollar face - lifting operation on CNR 
property in downtown Montreal, are 
among eight architects whose designs 
have been selected from among 550 
entries in a world-wide competition for 
a new City Hall and Square to be built 
in Toronto within the next few years. 


The nationalities of the eight winning 
entries in the preliminary open compe- 
tition are as follows: four from the 
United States, and one each from Aus- 
tralia, Canada, Denmark and Finland. 


Over 1,000 applications to the compe- 
tition were received. The eight winning 
entries are now engaged in a final limi- 
ted competition. The awards will be 
made in September of this year. The 
judges are C. E. Pratt, architect, Vancou- 
ver; Gordon Stephenson, architect and 
town planner, Toronto; Sir William Hol- 
ford, architect and town planner, Lon- 
don, England; Ernesto Rogers, architect, 
Milan, Italy; Eero Saarinen, architect, 
Bloorfield Hills, Michigan. 


Eight men from I|.M. Pei & Associates 
— six architects, a structural engineer, 
and a town planner — joined forces in 
creating the design. They are I|.M. Pei, 
41, former Assistant Professor of the 
Harvard Graduate School of Design, and 
a graduate of that school with a master’s 
degree in architecture; Anthony N. Can- 
dido, 33, Illinois Institute of Technology, 
bachelor of architecture; Araldo Cossut- 
ta, 33, Harvard Graduate School of 
Design, master of architecture; Henry N. 
Cobb, 32, Harvard Graduate School of 
Designé, master of architecture; Ervin 
Galantay, 27, Federal Institute of Tech- 
nology, Zurich, Switzerland, master of 
architectural - engineering; William C. 
Henderson, 26, Georgia Institute of 
Technology, bachelor of architecture; 
Vincent de Pasciuto-Ponte, 34, Harvard 
Graduate School of Design, master of city 
planning; Pershing Wong, 32, Georgia 
Institute of Technology, bachelor of ar- 
chitecture. 


The winner of the final competition 
will be awarded the commission to build 
the City Hall and Square according to his 
design. 


TRADE IN 
HOMES 


Canada’s unprecedented development 
in the period since the end of the Second 
World War has brought with it not only 
a great influx of people from other lands 
but an increased tempo in the movement 
of people within its borders from one 
part of the same community to another. 


Time was when only certain classes of 
people moved more or less regularly — 
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the clergy of certain denominations, and 
bank personnel, to name only a few. But 
now practically every kind of occupation 
is affected. On the one hand, it is made 
easier for a man to take a job in another 
community because of speedier means of 
travel by rail, road and air. But on the 
other hand, an already aggravated hous- 
ing shortage has been affected by the 
inability of many people to finance read- 
ily the purchase of a new home. And 
home ownership is becoming increasingly 
preferred by the Canadian people. 


So it is with considerable interest we 
note a new development in the United 
States where the real estate broker be- 
comes not only the agent for buying and 
selling homes to people but a means to 
speed their turnover. As one writer 
describes it: ‘‘in many respects it is the 
same deal as trading in your old car for 
a new one.”’ 


NAREB BOOSTERS 


The National Association of Real Es- 
tate Boards in the United States says 
realtors and building contractors are 
boosting the idea. For it not only helps 
the movement of older type homes, but 
it appears to be a stimulus to the build- 
ing and sale of new homes. In a word, it 
removes many of the uncertainties that 
now accompany a move, and a man may 
allow himself to concentrate freely on 
his new job without the worry and incon- 
venience of trying to dispose of his old 
home and finance a new one — fre- 
quently by remote control. 


At the present time a person generally 
cannot tell how much he can afford to 
pay for a new home until he sells the old 
one. The trade in plan eliminates the 
difficulty by setting a definite value on 
the old property. Then again, most 
people today sell their old homes before 
buying in order to have some idea of 
how much can be invested. But this 
frequently poses a problem of quick 
possession, and former owners are forced 
to vacate before they have a new home. 
With a trade in, so it is reported, a 
person can move directly to a new home, 
and avoid expensive doubles moves or 
storage charges. 


NEW PLAN 


In the new plan the builder guaran- 
tees the new home buyer that he will 
take over the older home at an agreed 
price — generally between 80 and 90 
per cent of the appraised value if it is 
sold within a stipulated time. 


So just as a car dealer has added a 
trade-in department to his business and 
found it generally a paying proposition, 
so those dealing in real estate are begin- 
ning to do the same — in the United 
States at any rate. 


We feel there may be a distinct value 
to the idea. Property would tend to 
change hands more readily rather than 
lie idle over a considerable period. And 
it might also eliminate a great deal of 
needless expense and uneasiness for the 
person who finds himself obliged to 
change his home. 


PERSONAL 


PREDICTIONS 


Sliding mirror doors will become in- 
creasingly popular in new home con- 
struction. They create an _ illusion of 
larger space to a bedroom. Can also be 
installed in living rooms. Frames of 
aluminum will be either plain or scrolled 
in various colours to match decor. 


* * * * 


Laundry chutes will come back in pop- 
ularity. Builders will find room for chute 
by utilizing some space in clothes closet 
with sliding panel door either in same 
closet or in wall of adjoining room. It 
will save daily steps to basement. 


* * * * 


The rage for basement recreation 
rooms has died down to a slow simmer. 
Interest will increase when interior deco- 
rators come up with design and materials 
to create an ‘above-ground’ illusion. 


* * * * 


The process of concealment could be 
the vogue in architecturally custom de- 
signed homes. Hi Fi’s, TV, chest-high 
cooking units, washing equipment, and 
even weighing scales. The Canadian 
Builder Magazine illustrates a small 
bathroom scale that folds into the lower 
wall when not in use. 


* * 7 * 


When new home building has reached 
saturation point, builders may adopt a 
‘rent with option to buy’ clause in leasing 
agreement. 


* * * * 


‘“‘Good-looking trees can sell a home,”’ 
quotes a landscape artist. Land develop- 
ers have been in the habit of levelling 
their operations down to the soil. The 
reason for this destructive practice was 
to assure economy of movement for sur- 
veyors, truckers and other service work. 
There is nothing so nude as the picture 
presented by row after row of homes 
devoid of vegetation. Builders will even- 
tually have to waken to the fact that 
nature can provide a good selling instru- 
ment. 


* * * * 


Toronto will become a city of busi- 
nesses and office buildings within fifty 
years, observes a planning expert. As 
each section in the older areas is levelled 
for office building construction, those 
people who inhabited the former dwell- 
ings are moving to the suburbs. This 
trend follows that of New York, or more 
particularly, Manhattan. 


* * * * 


Sooner or later Toronto, along with 
Vancouver, Montreal and other soon-to- 
be metropolitan areas, will have to devise 
some form of rapid transportation that 
will move large quantities of goods and 
people from the downtown areas to the 
suburbs. The subway now in operation, 
and the Bloor one planned for Toronto, 
will not be the complete answer. An 
answer to the increased congestion of 
vehicular traffic is yet to be studied 
seriously. A monorail system to Malton, 
20 miles North-West of Toronto, origi- 
nating downtown, may ease. traffic bound 
to that area, but there is still 3%4 of a 
million people to be moved into other 
fringe areas each day. 
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The Peterkin Case 


JAMES |. STEWART 


Consultant and Chief Appraiser, 
Shortill & Hodgkins Limited 


Probably not more than 1% of the 
readers of this article (Two - count 
‘em -two-and 1% of 2 — well, let’s 
see now ... even Pogo and his chums 
would have trouble with that ! !) have 
as yet read a decision of the Ontario 
Court of Appeal which should be cor- 
rectly referred to as Peterkin v. The 
Hydro Electric Power Commission of 
Ontario (1958) O.W.N. Page 225, and 
yet it is suggested that the dictum of 
Mr. Justice Laidlaw will cause much 
soul searching among appraisers, law- 
yers and arbitrators; inasfar as the 
appraisers are concerned, it may also 
once again point out what experience 
has amply illustrated, namely that the 
Cost Approach to the Value Estimate, 
instead of being the “best”, the “most 
accurate”, etc., etc., approach, is in 
fact, in many cases (and probably 
most) of little use. At the decision is 
binding on all arbitrators in Ontario 
and decisions of Courts of Appeal in 
all provinces are seriously considered 
in all others, it is of great importance 
throughout the country. 


The factors of the Peterkin case are 
typical of those with which appraisers 
are faced in many expropriations; 
Peterkin owned an orchard and a cold 
storage plant in Iroquois, Ontario; the 
Seaway Authority (a Federal body), 
expropriationed the bulk of his prop- 
erty, leaving him with the storage 
plant on a small parcel of land. The 
Hydro Electric Power Commission (a 
Provincial body), then expropriated 
this land and building as it was to be 
flooded in their power project which 
was being developed along th: Sea- 
way. 


The case under consideration was 
concerned with the latter expropria- 
tion by the Hydro and was heard in 
the first instance by the Ontario 
Municipal Board from the decision of 
which an appeal was taken to the 
Ontario Court of Appeal by Peterkin, 
the owner, with a cross-appeal also 
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being taken coincidentally by Hydro. 

Now the purpose of this article is 
simply to point out the portions of the 
judgment of the Court of Appeal 
which will be of interest to appraisers. 
A further article, which will be of 
interest to both appraises and law- 
yers, will appear in the Canadian Bar 
Review in the Fall of 1958 and it has 
been written by John Arnup, Esq., 
Q.C., who probably has had as great 
experience (and certainly has a great 
knowledge) in litigation concerning 
expropriation, as any lawyer in Can- 
ada. 


To get to the bare bones of the 
decision quickly, it can be thought of 
(from the appraiser’s point of view) 
as having two major themes which 
will herein be referred to as: 


Validity of Estimates of Depreci- 
ated Cost and Validity of Estimates 
of Value — based on Market Data. 


The observant reader will note that 
these relate very intimately to the 
whole Appraisal Process and, in fact, 
contribute largely to two-thirds there- 
of. Let us see how such estimates 
were applied in “Peterkin” and what 
the Appellate Court had to say about 
them: 


The Cost Approach 


One of Canada’s most experienced 
and most respected appraisers gave 
evidence on behalf of Hydro and, as 
would most appraisers who follow the 
Appraisal Process, he had prepared 
from information gathered over many 
years in practice as a Realtor and 
from statistics available to him, es- 
timates as to the reproduction or re- 
placement cost of the improvements. 
The Court disposed of such evidence 
in the following words: “There is no 
evidence whatsoever to qualify (the 
appraiser) . to give an expert’s 
opinion in such a matter.” 


How can the average appraiser give 
evidence on the Cost Approach when 
this witness, with over 40 years ex- 
perience and holding designations in 
several leading Institutes, is said to 
be incapable of forming a supportable 
estimate as to replacement costs? 
Surely we must, in face of this and 
having in mind the technical difficul- 
ties in the Cost Approach (some of 
which were commented on in this col- 
umn in the April, 1958 and May, 1958 
issues of the Realtor), do some serious 
thinking in order to see just how the 
appraiser can make a valid contribu- 
tion through use of the Cost Ap- 
proach. 


The Market Data Approach 


Two witnesses gave evidence on be- 
half of Hydro inasfar as comparable 
sales are concerned and the Court of 
Appeal discarded their evidence on 
the grounds that inasfar as the tes- 
timony of the witness already men- 
tioned herein was concerned, ‘There 
was no evidence at all to show that 
those properties (i.e. the comparables 
relied on) were comparable in charac- 
ter or in value with the property 
which was being appraised. 

The second witness was a senior 
official of Hydro who gave evidence 
as to purchase and sale prices of 
properties as shown in the Registry 
Office. There was no evidence given 
to show the circumstances under 
which the transactions were made and 
the Court of Appeal commented as fol- 
lows: The price paid for property in 
other sales or transactions is not ad- 
missible evidence in all cases. It may 
be admissible and appropriate weight 
may be given to it provided the proper 
foundation is first established so.as 
to show that the transactions may be 
regarded as voluntary in character”. 
Mr. Justice Laidlaw then quotes from 
a very important recent decision of 
the Supreme Court of Canada, Gage- 
town Lumber Company vs. The Queen 
and the Attorney General for New 
Brunswick (1957) S.C.R. 44, (which, 
of course, is binding on all Provincial 
Courts in similar hearings) and in 
which Mr. Justice Rand cited a 
decision of a Massachusetts Court 
(which, while not binding in Canada, 
is clearly worthy of respect). The 
quotations are: 








(From the Gagetown Case) 


“The Primary question is of free- 
dom in the negotiation as a fact, and 
it is for the tribunal, in the light of 
the circumstances, to say whether the 
price was influenced by extraneous 
elements, or whether the parties were 
concerned only to reach agreement on 
a figure deemed to be the fair value 
of the property. This rule is in effect 
what appears to have been followed 
in the cases in this and the Exchequer 
Court cited.” 


(From the Massachusetts Case) 


“If it is made to appear that the 
water rights taken from the petition- 
ers are substantially similar to those 
taken from other riparian owners, 
save only in the extent of the rights 
taken, and that the taking from them 
was not too far distant in space and 
time from the taking in question, 
then it is to be reasonably expected 
that the judge in the exercise of a 
sound discretion will find that the 
value of those rights will furnish a 
fair standard of the value of the peti- 
tioner’s rights, provided it is shown 
by those having knowledge of the 
details involved, including the basis 
upon which the payments were in fact 
computed, that the transaction be- 
tween the Commonwealth and these 
other riparian owners amounted in 
reality to a purchase and sale of 
water rights and nothing more, irre- 
spective of the form in which these 
transactions were clothed and, finally 
provided it is shown that these sales 
were voluntarily and freely made be- 
tween these riparian owners and the 
Commonwealth.” 


In light of the above, is then the 
Market Data Approach to be denied 
validity, unless the actual parties to 
all transactions, relied on by apprai- 
sers, are called as witnesses to testify 
as to the bona fides of the purchase 
and sale (or lease) in question? Per- 
haps this will be the long run effect 
but at the moment it is suggested that 
the Peterkin decision does not specifi- 
cally rule out the use of comparable 
sales by appraisers; the evidence 
given by Hydro official was not given 
by an expert witness, in fact, no at- 
tempt was made to qualify him. He 
merely purported to report the facts 
as to sale price, dimensions, areas, 
etc. of certain transactions and pre- 
sented photographs of the properties 
in question. 


In as far as the expert appraisal 
witness called by Hydro was con- 
cerned, the Court objected to his evi- 
dence as to Market Data solely on the 
grounds that he did not establish that 
the properties relied on were in fact 
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comparable to the property under ex- 
propriation. There was no direct sug- 
gestion by the Court of Appeal that 
such an expert witness would have to 
be supported by the personal appear- 
ance of the vendor and/or purchasers 
of all the comparable sales relied 
upon, although their appearance 
would strengthen any case relying on 
sales in which they had participated. 


Appeal Allowed 


The Court in allowing the appeal, 
finally reiterates what has been noted 
in this column in many previous ar- 
ticles, namely that compensation to an 
owner who has been expropriated is 
to be based on that nebulous concept 
“value to the owner: the following 
words are used .. .” “(the) principle 
is well settled. The question in each 
case is — what would a prudent per- 
son in the position of the land owner 
give for the rights he possesses rather 
than be ejected from the property or 
be deprived of such rights?” 


In conclusion, it is suggested that 
we, as appraisers, can and must learn 
from the decisions of courts and adapt 
our teachings and techniques along 
the indicated lines, especially where 
litigation is contemplated: in as far 
as the Peterkins case is concerned, the 
following conclusions will bear scru- 
tiny and investigation in order to con- 
firm or negate their validity. 


(1) No decision of a court need per se 
affect the valuation procedures 
used by appraisers in insurance, 
mortgage or straight market val- 
ue appraisals: however, we must 
recognize that legal decisions are 
nothing more nor less than a 
judicial interpretation of the atti- 
tudes of our society: as an ap- 
praisal is also an interpretation 
of the attitudes of buying and 
selling sectors of that society, it 
will be seen that appraisals and 
legal judgments as to value are 
pretty inextricably locked to- 
gether. 


(2) As has already been suggested in 
the April, 1958 and May, 1958 
issues of the Canadian Realtor, 
very few appraisers have the 
training and experience necessary 
to estimate the Reproduction or 
Replacement Costs of a building 
and the Peterkin Case in effect 
appears to change the above sug- 
gestion into an uncontrovertible 
fact (at least in law). True, all 
qualified appraisers must be able 
to estimate costs (and to estimate 
the amount of accrued deprecia- 
tion) but when it comes to prov- 
ing these estimates it seems that 


(3) 


(4) 


local contractors must be called to 
give testimony on such matters; 
the appraiser then becomes an ad- 
visor to his client, lawyer and the 
court, not on the cost estimate, 
but rather on the proper proce- 
dures to be followed in estimat- 
ing Accrued Depreciation. Are 
our techniques in this regard ade- 
quate? As will be observed by 
reading the paragraph “Schedule 
of Observed Depreciation” on 
Page 14 of the May, 1958 Realtor, 
the writer feels that the tech- 
niques are not as helpful as they 
might be. 

Market Data, the backbone of the 
Appraisal Process (and as Pro- 
fessor Paul Wendt has pointed 
out in his book “Real Estate Ap- 
praisal” the Cost and Income 
Approaches are really just varia- 
tions of the Market Data Ap- 
proach) must clearly be relied 
upon by all appraisers. Does then 
the Peterkin Case force us back 
into those old (but it is hoped) 
never to be recovered days when 
the appraiser simply said “I’ve 
had 50 years experience and in 
my opinion the Market Value of 
the Property is X Dollars.” The 
writer does not think so. What, 
however, does become crystal 
clear is that firstly the appraiser 
must be able to show that the 
sales of comparable properties on 
which he relies are in fact sales 
of “comparable” properties, and 
secondly, that he has used an ade- 
quate number of such sales so 
that “the circumstances under 
which such transaction had been 
entered into and completed“ can 
be assumed to be normal (or at 
least to have balanced each other 
out through the very use of a 
considerable number of sales). 
The appraiser, in matters which 
may proceed to litigation, should 
presumably, in undertaking to 
carry out the appraisal request 
the client (or lawyer) to obtain 
outside expert assistance in as 
far as building costs are con- 
cerned, and should also make sure 
that the client (or lawyer) appre 
ciates that he may have to pro- 
duce certified copies of the deeds 
for all comparable sales, together 
with either the vendor or pur- 
chaser in the one or two key com- 
parable transactions on which the 
appraisal actually turns. 

Our appraisal educational bodies 
and our teachers should recognize 
that it is not good enough to sim- 
ply follow blindly the techniques 
and practices which have been 
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developed in other countries. 
Canadian social, economic and 
historical backgrounds are quite 
unique and at least in appraisal 
matters our judical decisions are 
at great variance with those of 
this great source of information: 
in the United Kingdom, on the 
contrary, the appraiser is taught 
to consider as very cogent, de- 
cisions of the courts and we sure- 
ly cannot interpret the attitudes 
of buyers and sellers of real prop 
erty if we do not also heed the 
interpretation of such attitudes 
by our own courts. 


‘PROFESSIONAL SERVICES’ 


COMMISSION 


OUT... 


Mr. Ben Goodman, a Pensacola Real- 
tor, has hit upon an idea that could be 
adopted by Canadian Realtors. We 
quote a recent issue of the ‘’Realtor’’ 


A bill from a doctor set a Florida 
Realtor to thinking about the psycho- 
logical effect of the word ‘‘commission”’ 
in billing clients. 


As a result, he has changed the word 
on his closing statements. 


Mr. Goodman writes: 


“At our state and national conven- 
tions, we often hear that we are working 
toward the goal of having people regard 
the real estate business as a profession. 


“‘Tomorrow | will close a sale, and for 
the first time that | know of, | shall use 
the words ‘professional services’ instead 
of the usual ‘commission’ in making up 
my closing statement. 


“The thought came to me as | made 
out a check in favor of a doctor for 
professional services. 

“| would suggest that Realtors adopt 
the words ‘professional services’ or ‘Real- 
tor’s professional services’ to replace the 
word ‘commission’ on closing statements. 
It would seem to be a step in the right 
direction.” 


We will buy, as 
principals, well located 


income producing real estate. 


Pubdic Relations 


PUT THE P. 


A large Canadian corporation recently 
took a long, hard look at its public re- 
lations, sampled a little public opinion 
and concluded, among other things, that 
many of its employees were sloppily- 
dressed. 


The firm decided that the offhand 
appearance presented by this careless 
dress was not inspiring the confidence 
of the public. 


It met the problem diplomatically. 
Inside employee washrooms it hung full- 
length mirrors, with small signs that 
asked simply: ‘‘Do you look your best?’’ 


Within a matter of days, it found, 
the sloppiness so prevalent among its 
personnel had virtually disappeared. 


This example suggests two things: 


a) That personal appearance is some- 
thing which, unless thought of con- 
stantly, can be easily overlooked. A big 
mirror may be the answer. 


b) If a large, PR-conscious corpora- 
tion would take steps to cope with this 
problem, we might well take a leaf from 
its book. 


Because, let’s face it, we are judged 
by others just as we judge them our- 
selves. 


A real estate salesman is in constant 
contact with people — people he needs 
to impress to make his living. 


And what a man wears announces 
what he is. If he wants people to think 
of him as a businessman, he should dress 
like one. If he wants them to think of 
him as_ successful, he should look 
successful. 


There was a time a generation or so 
ago when all men dressed pretty much 
alike — in a blue serge suit topped with 
a derby. Like the chorus girl who didn’t 
want another book because she had a 
book, the man of that era didn’t want 
another suit because he had a suit. 


But things have changed. Look around 
you and see the men who have amounted 
to something in your community. There 
may be the occasional careless or sloppy 
dresser among them, but the majority 
will be neatly groomed and smartly 
turned out. 


R. IN SALES ¢ 


You've heard the old saw, ‘‘Clothes 
make the man’’. It may not be 100 per 
cent true, but clothes do help. 


There are countless cases where the 
well-dressed man got the job... or 
made the sale, while  indifferently- 
groomed competitors lost out. 


And clothes help make the man in 
another way—pby giving him self- 
confidence. A man’s morale is bolstered 
if he knows he looks right. 


More than that, a man’s clothes and 
the way he wears them is an indication 
of his taste and character —a mark of 
his personality. 


It is not the purpose of this column 
to tell you what to wear — we'll leave 
that to you and your tailor — but rather 
to suggest the importance of being 
conscious of your appearance. 


It goes without saying that clean 
fingernails and well-shined shoes will 
contribute to your good grooming. Here 
are a couple more details to watch: 


Pressing: there should be a good 
crease in your trousers. 


Shirt cuffs: before you decide to wear 
a shirt for the second day, take a good 
look at the sleeve edges. 


Collars: when frayed they’re more 
pathetic than a patch. Let a shirt hos- 
pital operate. 


Haircuts: your clients see the back of 
your neck every time you turn. Don’t 
put off till tomorrow what should be 
clipped today. 


One further thought: is your car mak- 
ing a contribution to the good impression 
you want to make on your clients? 


A real estate salesman’‘s car, after all, 
is his travelling office. It should be 
clean, inside as well as out, at all times. 


It should be efficient, too. The real 
estate man who, fumbles on the floor for 
his listings book, or hunts through the 
glove compartment for some essential 
paper, or crawls over the back seat for 
maps or blueprints, doesn’t inspire con- 
fidence in the client. 


(Continued page 19) (see P.R.) 
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HOW | SELL A 
@ MOUSE A DAY 


As Told by Ralph Lyles, Dallas, Texas, to Bob Herz 
(Minneapolis Realtor News Letter) 


(EDITOR'S NOTE: On the Sunday before this interview Ralph Lyles had personally sold 
3 homes. He closes on the average of 5 to 6 sales per week and has maintained this rate over 
the past year. About one-third of these homes he has built and financed. The remainder had 
been put up by other builders. Prices for these homes ran between $12,500 and $16,500, which 
puts them in the middle-class bracket for that part of the country. While the selling of homes 
is a highly specialized business, Lyles’ methods and principles, it will be noted, may be applied 


to almost any type of product or service.) 


| remember reading about the pastor 
who said ‘‘everybody who’s talkin’ about 
Heaven ain’t necessarily goin’ there’. 
And it’s just as certain that many people 
who are talking about buying a home 
are only talking. 

There was a stage when everybody 
who showed the least interest in a house 
could have all of my time he wanted. | 
finally woke up to how much of my time 
| was wasting on suspects rather than 
prospects. Since that awakening — and 
a change in my attitude — my sales 
have more than tripled, and | expect 
them to stay that way. 

Now | try first to get the answers to 
4 questions: (1) Does the would-be buyer 
have something to trade and, if so, what? 
(2) How much does he want for it? (3) 
What kind of a home is he interested in? 
(4) What's his income? 


Some of these answers | can get by 
asking the questions directly. The re- 
mainder | can surmise during the course 
of a short phone interview. Unless the 
answers to all 4 questions make sense 
when put together, | do not make an 
appointment with the man at the time. 


It’s likely that this screening process 
loses me some actual prospects over a 
year. But | would rather lose an occa- 
sional sale than lose the several hours 
every day which the ‘‘open-door’’ policy 
would entail. 

Once | find a man is a real prospect 
(of course in all of these cases I’m talk- 
ing about the man-and-wife combination) 
he can have all of my time that he 
wants. 


First of all, | never offer a property to 
a buyer that | don’t sincerely believe is 
a good buy for him, all things consid- 
ered. That may sound pretty stuffy. 
Actually, it’s only good business 


Chances are 99 to 1 | would be wast- 
ing my time if | acted otherwise. A 
house is something the average man buys 
only once or twice in a lifetime and he 
isn’t going to be stampeded into some- 
thing that doesn’t fit his needs. Offer 
anything else and he suspects you of 
trying to put over a fast one. He may 
not even look at any more of your list- 
ings. Even if | did make such a sale, 
chances are all the profit would be spent 
on unneeded service calls and lawsuits. 


Usually | take a couple into the home. 
If they appear interested in the first 5 
minutes | may leave them there alone. 
| tell them | have to run back to the 
office for a few minutes and would they 
like to browse around by themselves. 


That takes off any pressure. When | 
come back they will have thought of lots 
of questions on such subjects as taxes, 
air - conditioning ducts, transportation, 
nearness to schools, shops and churches. 
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This approach lets them feel that they 
are taking the initiative, which they are. 
Now | can ask them if they have noted 
certain unusual construction features, 
and | go over these one at a time. 

Since everyone wants to buy at the 
lowest figure, even my best prospects 
will make such remarks as: ‘‘Well, | 
like everything about the place but the 
price. It just isn’t enough house for the 
money.’ 

| never flatly disagree. ‘’You may be 
right,’ | tell them, ‘‘but please don’t 
call it MY price. These prices are set by 
what we know people are willing to pay 
— and someone will pay $13,500 for 
this house in the very near future — 
maybe today or tomorrow. 

“How can we be sure? Well, all you 
have to do is look at the properties 
around here which have been sold on 
this same basis. Actually, the value is 
there, etc., etc.’’ 

Sometimes a couple seems to be prac- 
tically sold but just can’t get to the 
point of making a down payment. So | 
tell them they can give me a check 
post-dates for one day. If they change 
their minds within 24 hours about want- 
ing the house they can stop payment. 
That often does the work and I’ve never 
had anybody stop payment. 

As in any business, my best advertis- 
ing is satisfied buyers. Which reminds 
me of a man who came to see me about 
a year ago, whose wife had died only 
the day before. 

In just a few minutes he had bought 
a $15,000 home and given me a check 
for $5,000 down, which | put through 
the bank that same afternoon. Next 
morning he was back. Overnight his 
emotional reactions had been reversed. 
Now, instead of not being able to live 
in the home where his wife had died, he 
felt he could not live anywhere else. 
Would | accept a reasonable amount for 
my time and call off the deal? 

| gave him my check for his full 
$5,000 and released him from any obli- 
gation. And | think that over the past 
year this man sent me at least a dozen 
persons who have bought homes | recom- 
mended. 


HOW MANY CALLS? 


As Ralph Lyles’ sales indicate, prospect 
selectivity comes first. But next logical plan- 
ning step is to increase the number of sales 
exposures to these selected prospects. 

Some time back the American Enameled 
Brick Corp., according to PRINTER'S INK, 
was faced with a shutdown. Manager Frank 
Geraghty said to his salesmen: "Each of you 
will make at least three extra calls every 
working day on contractors and architects.” 
These added calls resulted in so many sales 
that the factory, instead of shutting down, 
went into day-and-night production. 


eal Humour 


GOLF ANYONEP 


A golfer knocked at the Pearly Gates, 
and was greeted by St. Peter. 


St. Peter said, ‘‘Well, another golfer 
hey? You should like what we have up 
here. We've got two courses; one that 
everyone plays, but the other is never 
played, cause the qualifications have 
never been met before.” 


‘‘What are your qualifications? ”’ 


‘‘They are, that you’ve never swore or 
thrown clubs during a golf game.” 


“Well, I’ve never thrown clubs, and 
only once have | uttered a mild cuss 
word.” 


‘Tell me about it,’’ said St. Peter. 


“Well, one day | was playing Al 
Balding in a sudden-death play-off for 
$2,000. His drive went straight down 
the fairway to the apron. Mine went into 
the sand trap.”’ 


“Was it then you swore?’’ 


“Nope! Al chipped on and went three 
feet past the pin. My shot hit the pin 
and stopped six inches short of the cup.” 


St. Peter hollered: ““£@!X&*!, don’t 
tell me you missed a six-inch putt!” 


* * * * 


A young college freshman wrote home 
to his father: ‘I’ve decided to quit 
school and get married. I’m engaged 
to a peach.” 


In due course, he received this reply: 
“Take my advice and leave the peach to 
its parent stem until you are able to 
preserve it.’’ 


Super Salesmanship 


A dairy equipment salesman drove 
into a farm, spotted the farmer in the 
barn and went in after him. In ten min- 
utes he came out, got into his car and 
drove off. Shortly afterward the farmer 
came out very slowly, scratching his 
head. He went into the kitchen where 
his wife was working and sat down. His 
wife noticed the look on his face and 
said, ‘‘Good heavens Ben, what did that 
man do to you?”’ The farmer said ‘‘Don’'t 
rightly know, Sarah. Seems he sold me 
two milking machines.”’ 


“Sold us two milking machines . 
good grief . . . we’ve only got one cow!’ 


, 


“Yep, | know, but that tain’t all. He’s 
taking the cow as downpayment on the 
milking machines!” 


* * * * 


The Admen and the Housewife 

The ads for home permanents never 
explain 

How the girl with the coiffure that 
charms 


Can manage the gadgets. I’ve tried 
"em in vain 


And the least that you need is eight 
arms! 


— Doris Herold Lund 
quoted in Advertising Age 
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Real Estate 
Boards 


Association of 


Executive Committee: 


F. N. McFarlane, Ottawa, President. 
C. W. Rogers, Toronto, Vice-President. 


Regional Directors: 

A. Sinnott, London; A. Hawreliak, St 
Catharines; J. Roberts, Port Credit; 
F. J. Dawson, Sault Ste. Marie; R. 
Thompson, Peterborough. 


Executive Directors: 


P. H. McKeown, Ottawa; Sam Camp- 
bell, Hamilton; P. J. Harvey, Brant- 
ford. 


Past President: 


P. A. Seagrove, Hamilton. 
Secretary-Treasurer: H. W. Follows. 


REAL ESTATE OFFICERS — Representatives of the Ontario Association of Real Estate Boards met recent- 


ly at the Granite Club. Shown are (left to right, front) 


Board; F. N. 


Catharines and H. W. Follows (standing) of Toronto. 


Co-operation Said Key 
To Realtors Success 


Co-operation with fellow realtors was 
stressed as the key to prosperity by 
Norman McFarlane of Ottawa, president 
of the Ontario Association of Real Es- 
tate Boards at a recent meeting of K-W 
Real Estate Board at the Granite Club. 


Mr. McFarlane addressed members of 
the local board plus representatives of 
out-of-town boards, as part of his annual 
visit to boards in the province. 


The responsibility of the realtor to his 
client was also stressed by the president. 
Local real estate boards, he pointed out, 
had been set up by men willing to face 
their responsibilities. 


Elevate Standards 
They realized that attempts to elevate 


the standards of their profession must be 
done by pooling knowledge and experi- 
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ence, and for that reason organized local 
boards as the first step. 

“Today, 35 local real estate boards in 
Ontario are co-ordinating the talents and 
efforts of their members through the 
provincial association,’’ he said. 

“‘More control is exercised over mem- 
bers of most real estate boards than 
most bar associations over their mem- 
bers.” 

A spirit of trust was an important fac- 
tor in the success of the ‘‘photo co-op”’ 
method of listing and selling real estate 
which most boards had adopted and 
which had ‘‘revolutionized the method 
of marketing our merchandise,’’ said Mr. 
McFarlane. 

With Ontario realtors selling $200,- 
000,000 of the $313,000,000 in prop- 
erties merchandized through the co-op 
method in Canada last year, Ontario 
had an enviable record of achievement. 


William Caton, president of the K-W Real Estate 
McFarlane of Ottawa, president of the Ontario association, and Andrew Hawreliak of St. 


Much to Be Done 


Yet co-op sales represented only about 
40 per cent of total real estate sales in 
the province — and much remained to 
be done. 

“‘Some realtors would rather bury their 
listings in an old tin box in the backyard 
than share them with their neighbors,’’ 
said Mr. McFarlane. 

He said the fact remained that co-op 
had immense benefits to the vendor, 
buyer, broker and salesman. 

“The vendor wants his property sold 
at the highest possible price, in the short- 
est time and with the least amount of 
bother,’’ he said. ‘’Co-op is best able to 
do this for him. 


Want Right Price 


“The buyer wants to find a properly 
priced property that best suits his needs 
and his ability to pay, in the shortest 
possible time and with the least amount 
of bother. Co-op is best able to do this 
for him. 

“The broker wants to give the best 
service and by doing so, to earn as much 
as is possible and fair. Co-op is best able 
to do this for him.” 








The Ontario Association of Real Estate Boards 


Report of the 


Editorial Committee 


You Editorial Committee is pleased to report as follows: 


1. Items of general interest for inclusion in the Ontario Section of The Cana- 
dian Realtor are being received fairly regularly from member boards, with 
some items coming direct and others through the Association’s clipping 
service. However, every effort is being put forth to secure more material 
and all Board Directors to O.A.R.E.B. are urged to encourage their Boards 
to submit their news items regularly and to have their members submit 
articles of general interest to the membership of O.A.R.E.B. 


2. Your Editorial Committee has discussed the following ideas for the enlarge- 


ment and improvement of the Ontario Section of The Canadian Realtor: 


(a) A monthly column containing points of law peculiar to real estate in 
Ontario with a suggested title of “It’s The Law”. 
(b) A monthly column on brokerage practice. 


(c) A monthly column containing selling tips slanted especially to salesmen. 


(d) A monthly column containing material gathered from panels and other 
meetings at annual conventions and which material is otherwise lost. 


Further consideration is being given to these suggestions and it is hoped 
that at least some of them will be implemented in the near future. Further sug- 
gestions for the enlargement and improvement of the Ontario Section of The 
Canadian Realtor are requested and your Editorial Committee urge all Board 
Directors to ascertain from their members, the nature of the material they would 
like included in this section and advise the Editorial Committee accordingly. 


Respectfully submitted, 


(signed) 


W. ROSS THOMPSON, Chairman 


Editorial Committee. 





Trenton District 
Board Formed 


Officially organized Monday, July 14, 
the District Real Estate Board was formed 
by local realtors. 


President of the new group is Trenton 
real estate broker Arthur Collette. Secre- 
tary treasurer is Donald R. ‘Nick’ 
Fraser. Real estate agents from Trenton 
and the surrounding district will be in- 
vited to join the new board. 


Real estate brokers from Trenton, 
Brighton, Carrying Place and other near- 
by communities will be members. The 
boards meets each Monday. 


* * * * 


e The easiest way to get rid of weight is to 


leave it on the plate. 












EXPERIENCED SALESMAN 
WANTED AS SPECIALIST 
For Motels, Hotels, Businesses. 


G. CLARFIELD, BROKER 
1 Delisle Ave., Suite 8 


Toronto 7, Ont. WA, 5-1351 
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Cliff Rogers 
Installs L-K-H 
Board Chief 


Clifford Rogers, vice-president of the 
Ontario Association of Real Estate 
Boards, was installing officer when the 
Lindsay, Kawarthas and Haliburton Real 
Estate Board held its inaugural meeting 
at the New Royal Hotel in June. 


Installed as president was Lloyd 
Found, Lindsay; secretary-treasurer, Vern 
O'Connor, Lindsay; directors, Bill Murchi- 
son, Fenelon Falls, Clarence McInerney, 
Minden, and Don Waterman of Lindsay. 


Thirty people attended the dinner and 
meeting, including several guests from 
Peterborough and Orillia. Ross Thomp- 
son, regional director of the Ontario 
association, was the second guest of 
honor. 


The meeting decided to make applica- 
tion for membership to the Ontario and 
Canadian association of real estate 
boards. 


Lorne Smith, president of the Peter- 
borough board, said he looked forward 
to a number of joint Peterborough-Lind- 
say meetings which, he felt, could be of 
great mutual benefit. 


Panel To Be Formed 


To Govern Realtors 


The Ontario Real Estate Board has 
been asked to select a panel of its mem- 
bers to act on a new three-man advisory 
board to help regulate real estate agents, 
insurance superintendent R. B. White- 
head said. 


Donald Guthrie, a Toronto lawyer, has 


been appointed chairman of the advisory 
board. 


The board is to advise the insurance 
superintendent on the granting or refusal 


of applications for registration of real 
estate agents. 


Hamilton Photo 
Map Available 


A new photo-map of the Hamilton 
area is now available, it was announced 
today by Canadian Aero Service Ltd., 
photogrammetric engineers, Ottawa. It 
will be useful for city planners, real 
estate developers, surveyors, contractors, 
architects and engineers. 


The new map is a controlled photo- 
mosaic, based on detailed new air photos 
made in May, 1958. The map’s scale is 
1’= 2000 ft, and it measures 44 inches 
wide by 35 inches high. Canadian Aero 
engineers say a network of ground con- 
trol points assures the map‘s accuracy. 
The map may be scaled for planning and 
development uses. 


Note: Price of the Hamilton area photo-map is 
$40.00. It is available from Canadian Aero 
Service Limited, Ottawa 4, or from the Com- 
pany’s offices at 347 Bay Street, Toronto. For 
more information, write L. McIlroy, Canadian 
Aero Service Ltd., Ottawa. 


EVERYBODY 
reads the 


Spectator 


There are more Spectators sold 
in Hamilton DAILY than there 
are homes in the city. 


FOR COMPLETE COVERAGE 
AND QUICK ADVERTISING 
RESULTS 


use 


SPECTATOR 
WANT ADS 


Serving one of Canada's fastest 
growing areas 
THE HAMILTON SPECTATOR 


Est. 1846 Hamilton, Ontario 
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Phil Seagrove, better known as ‘Mr. 
Co-op", with the comparative review of 
co-op operations across the Dominion. 


BOOMING FALL 
FORECAST 


All that the Fall 
show a good sales figure across Canada. 


indications indicate 
of local ‘depressed areas’ most Realtors are looking for- 
ward to a marked up-graph of sales figures. The general 
feeling of pessimism that occurred last fall and continued 
through the early spring months, has dissipated, a promi- 
nent Toronto Realtor claims. Immigrants who arrived in 
Canada in the past two or three years have now saved 


millions 

of dollers 
months should i 
With exception 

35 
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CO-OP SALES GRAPH 





enough to buy their own home. 
additional sales. 


As Al Treleaven, General Manager of the Toronto Real 


Estate Board 
Realtors in 


“From 
Metropolitan 
a whole 


states, 
Toronto, 


grants, as are 


them very long to discover the wide open opportunities of 


owning their own home in Canada.” 


“This golden chance” Mr. Treleaven says “Is appar- 
ently denied them in the countries from which they came.” 


WINDSOR 


Windsor is following the example 
of other Boards who have tried con- 
tests in an attempt to stimulate co-op 
sales. Their secretary, Miss Barbara 
Wood quotes: “. . . co-ops continue to 
roll in with good results, due in part 
to a contest, the winner of which was 
Mrs. Ruth Barry, a saleslady for 
Foster & Robarts, who won $100. 
Second Prize of $50 went to a Toronto 
General Trusts Salesman, Tom Rich- 
ardson. 


TORONTO HOGGISH? 


Toronto estate brokers 
charging one of the lowest commission 
rates for handling the sale of prop- 
erty than any other similar group on 


real are 


the continent. A survey, made by 
the National Association of Real 
Estate Editors, showed that during 


the past year the rate of commissions 
has large 
cities and will probably increase in 
eight other cities. In Toronto the rate 
is 342 per cent within the city and 
five per cent outside. 


been increased in seven 
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‘land-conscious’. 
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SUDBURY CONTEST SUCCESS 


The members of the Sudbury Real 
Estate Board are away to the races. 
They are utilizing a sales contest to 
promote additional sales amongst the 
staff of the various Realtor Offices in 
that city. 

For those who are not aware of the 
contest function, we show here the 
rules from the Sudbury contest: 


POINTS ARE DISTRIBUTED THUS: 

1. Listing salesman receives two-fifths 
of the total sale. 

2. Selling salesman receives three-fifths 
of the total sale. 


EXAMPLE: 

($10,000.00 property sold) 
Listing Salesmen receives 4000 points. 
Selling Salesmen receives 6000 points. 
FIRST CONTEST: 

Commenced January 1, 1958 and ended 


May 31, 1958: Prizes for the person 


receiving the most points for this period. 
First Prize: Club Bag 
Second Prize: Electric Razor 


SECOND CONTEST: 

June 1, 1958 to August 1, 1958 
First Prize: Club Bag 
Second Prize: Electric Razor 


FINAL CONTEST: 

September 1, 1958 to December 1, 1958 
First Prize: Club Bag 
Second Prize: Electric Razor 


BONUS PRIZES: 
Available to any salesmen receiving the 
prescribed number of points: 
25,000 points — one pen 
50,000 points — cufflinks or 
earrings 
75,000 points — fishing rod & reel 
100,000 points — card table set or 
leather jacket 
150,000 points — transistor radio 
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CAREB Co-Op Statistics for July 1958 














Positions as of Gross Co-Op Sales Listings Listings Sold Population 
July 21st, Board in 
1957 1958 Year to Date July, 1958 July, 1957 Year to Date| July, 1958 July, 1957 |Year to Date July, 1958 July, 1957 Thousands 
| I Toronto 75,584,269 11,847,642 8,300,420 14.040 2,041 1,433 4,716 730 531 1,400 
2 2 Hamilton 27,006,669 3,695,620 3,907,475 6,286 864 790 2,242 294 350 260 
3 3 Vancouver 24,004,738 3,994,890 4,455,360 8,196 1,193 912 2,034 314 282 650 
7 4 Montreal 13,767,430 1,979,877 1,698,368 1,711 279 167 511 85 51 1,600 
6 5 Calgary 12,938,768 1,679,099 1,309,379 3,209 351 355 951 118 104 300 
4 6 Ottawa 12,037,365 2,008,050 1,914,258 2,193 258 311 765 127 137 220 
5 7 Winnipeg 11,535,299 1,942,860 1,589,175 2,386 314 316 1,069 172 151 390 
9 8 London 7,340,771 1,327,835 911,920 1,550 240 173 662 119 8I 101 
12 7 Victoria 5,236,792 814,030 642,135 1,372 237 168 580 93 72 223 
I 10 Kitchener-Waterloo 4,877,420 648,709 637,675 1,110 144 127 441 58 56 32 
10 I New Westminster 4,746,133 543,461 838,686 2,405 316 277 581 66 35 74 
15 12 B-antford 2,165,266 332,190 238,675 446 52 73 266 39 26 115 
14 13 Saskatoon 2,164,214 351,115 303,368 709 96 258 39 40 80 70 
24 14 Peterborough 1,444,360 328,870 138,950 393 70 29 131 29 13 45 
17 15 Sarnia-Lambton 1,356,657 259,625 260,991 279 42 64 120 22 24 45 
16 16 Windsor 1,267,650 242,650 160,000 396 55 54 109 20 15 45 
13 17 South Peel 1,239,900 211,150 360,714 282 30 49 72 12 20 15 
30 18 St. Catharines 1,118,246 299,341 27,600 459 72 23 110 27 3 157 
20 19 Oakville-Trafalgar 1,112,570 200,100 78,450 180 21 22 62 12 6 13 
2! 20 Orillia 876,228 143,084 197,600 280 57 39 109 22 23 40 
18 21 Oshawa 856,560 74,350 230,150 237 48 54 86 9 21 50 
22 22 Greater Niagara 745,155 156,050 95,950 201 28 26 59 13 6 90 
19 23 Regina 573,147 80,100 110,950 194 21 29 55 8 i 90 
_ 24 Fort William 528,000 182,500 —— 141 23 —_ 54 18 — 15 
25 25 Guelph & District 484,367 156,792 24,600 106 23 VW 47 15 2 48 
26 26 Kingston 431,350 114,900 86,950 149 14 33 10 5 ian 55 
27 27 Galt-Preston-Hespeler 392,950 149,750 75,650 145 27 17 37 14 8 35 
— 28 Chatham 234,800 64,500 a 93 20 _— 30 : 6 — 30 
23 29 Sudbury 328,300 31,700 32,300 131 24 i 22 3 2 40 
32 30 Welland 280,535 30,200 43,500 238 39 35 37 3 4 15 
= 31 Central Alta. 259,381 29,800 cee 113 7 im 30 4 _ = 
34 32 Cornwall 241,889 14,100 12,200 118 8 9 23 | 2 31 
— 33 Lethbridge 220,700 59,800 wee 134 20 — 20 6 on 
33 34 Barrie 215,600 33,200 46,300 76 13 23 18 2 4 
31 35 Sault Ste. Marie 160,500 61,000 72,700 45 4 4 15 5 3 
— 36 Nanaimo County 111,010 11,300 — 110 i} — 12 1 soli 
— 37 *Halifax-Dartmouth 66,000 66,000 —- 39 39 —_ 4 4 aie 
— 38 *Orangeville 60,150 18,000 a - 60 9 — 8 I cae 
— 39 **Georgian Bay 12,750 | 8,050 — - — — — - 
_ _ xEdmonton 6,932.373 949,120 786,900 2,772 371 299 612 79 él 
_ _ xBrampton 481,775 124,325 71,209 130 21 7 35 9 4 
. 
ao Totals $232,932,373 $35,265,764 $29,660,550 55,679 7,50! 6,348 17,716 2,605 12,393 


**Report incomplete 
xLate Copy 
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CANAD 








Association of 


Boards 


BOARD TO HANDLE 
NIGHT SCHOOL COURSE 
IN REAL RESTATE 


CAREB DELEGATES AND NOMINATIONS 
SET BY VANCOUVER BOARD FOR STUDY 


Following a request from the Vancou- 
ver School Board, the VREB Education 
committee has agreed to supervise the 
Vancouver Night School course for pro- 
spective home buyers. The course has 
been offered by the school since 1951 
and consists of eight lectures covering 
most aspects of real estate. 


Don Ross of H. A. Roberts Ltd. will be 
in charge of the arrangements. Members 
of the Board’s education committee will 
handle most of the lectures. 


The first lecture will be ‘The Real 
Estate Business in B.C.’’ with mention of 
the governing bodies, advantages and 
protection to the public in dealing with 
a Realtor and how B.C.’s Realtors are 
utilizing their own educational programs 
to increase their ability to serve the 
public. Charlie Brown, chairman of the 
education committee, will give the lec- 
ture. 


Bill Harrison, Field Representative for 
MLS, will also address the first evening 
class on ‘‘Why do we want to buy a 
House?” 


What to look for when Buying a 
Home” will be the subject of the second 


lecture, given jointly by Bob Pound and 
Stan Olson. 


Blane, Fullerton 
& White 


LIMITED 


Realtors, Financial Agents 
Insurance Managers 


Business established 1926 


517 Hamilton St., Vancouver, B.C. 





Subsequent lectures will cover ‘‘Local 
Government’, “‘Insuring Your Home”, 
“Maintaining Your Home”, “’Financing”’, 
“Conveyancing, Contract and State- 
ments’’ and a forum of sales managers’ 
views of the trials they endure in their 
efforts to please the public. 


Two British Columbians are among the 
four nominations endorsed by the VREB 
for this year’s CAREB Convention in 
Montreal, September 20 to 24. 


They are, for 2nd vice-president, Her- 
bert R. Fullerton of Vancouver, past- 
president of the VREB and BCAREB and 
former CAREB regional vice-president for 
B.C. and BCAREB president, Maurice G. 
Klinkhamer of Cranbrook, for regional 
vice-president for B.C. 


Delegates appointed to represent the 
Vancouver Board were president H. P. 
Bell-Irving, treasurer Fred Urquhart and 
past-president Gordon H. MacKenzie. 
The delegates were appointed with power 
to name three additional delegates when 
in Montreal. 


Fall Golf 


Tournament 


The V.R.E.B.’s annual Fall Golf Tour- 
nament is being revised after several 
years of disinterest. Peace Portals has 
been selected as the site for the tourney 
this year, and it will be held Wednesday, 
September 24. 


Enquiries made by the program, enter- 
tainment & sports committee amongst 
the membership drew more than ade- 
quate response to warrant re-establishing 
the tourney as an annual affair. 


Tickets are on sale at the Board office 
for $5 per person. This includes green 
fees, refreshments and dinner. Tee-off 
time will be 9 a.m. Dinner will be held 
at 6:30 at the golf club. Early reserva- 
tion is advised. 


President: 
M. G. Klinkhamer, Cranbrook. 


Vice-Presidents: 


Mladin G. Zorkin, Nanaimo; Fred Philps, New 
Westminster. 


Past-Presidents: 
Col. H. R. Fullerton, Vancouver. 


Directors: 


George Brown, Harold Chivers, Charlie Brown 
and Fred Urquhart of Vancouver; Laurie Kirk 
and P. D. P. Holmes, Victoria; W. E. Ander- 
son, North Fraser; J. R. Harvey, Quesnel; 
G. F. Brown, Surrey; E. B. Cousins, Kootenay. 


C.LR. Graduates 


Comment on 
Course 


The Realtor has been in contact with 
several of the recent graduates of the 
Canadian Institute of Realtors Course. 
These students, without exception have 
indicated how much the course has 
helped them in their careers. In our 
interviews we received the _ following 

comments: 


R. D. BAILY, Westmount Realties 
Ltd., Westmount, Quebec: ‘’Prior to the 
course | had some familiarity with the 
techniques of industrial selling, but the 
course definitely crystalized these prin- 
cipals and gave me a broader apprecia- 
tion of the angles... .”’ 

RALPH G. HOLLOWAY, Royal Trust, 
Vancouver: “| found the examiner's 
comments on each assignment most in- 
structive the entire course very 
comprehensive.’ 

T. W. DOWLING, T. W. Dowling & 
Co., Hamilton: A lawyer recently called 
in myself and two other Realtors to ex- 
amine our abilities before handing over 
several good estate listings. 

During the course of the interview 
the question of ‘power of sale v. fore- 
closure’ arose. | quickly outlined the 
advantages and disadvantages of each 
position as | saw them. The interview 
ended. 

The next day the lawyer called and 
told me that he was giving the listings 
to me since he was impressed by my 
knowledge of real estate law. 

The fact of the matter was that | had 
just completed a C.1.R. assignment which 
covered that particular phase of this 
business. 

Therefore to me, C.I.R. stands for 
CAN INCREASE RETURNS!” 

LOUIS J. ZUPO, Kennedy Agencies 
Ltd., North Bay: “‘’Since Real Estate to- 
day encompasses so many specialities 
such as appraising, construction, financ- 
ing, town planning, the locating of indus- 
tries, it seemed to me that | needed more 
training and knowledge if | was to be 
equipped to be an up-to-date Real Estate 
man. The C.I.R. course has given me a 
solid background in the subjects related 
to the Real Estate business and the con- 
fidence that | have taken another ste 
towards becoming a trained, efficien' 
member of our profession.“’ 


To start yourself on the road that the 


above men are travelling . . . see back 
page of this edition. 
e It takes a bright child to make his par- 


ents believe in heredity. 











a 





Realtors Complimented 
On Aid To Communities 


ED. NOTE: The following article was taken from the Daily Nugget, North Bay, 
Ontario. We must comment on the fine reporting of this newspaper who, along 
with such others (of the smaller daily and weekly newspapers) as the Sault Ste. 
Marie Star, are endeavouring to portray the proper functions of our Associations, 
and, at the same time, are keeping their readers apace with the tremendous 
development and growth of Canada. We do not isolate this type of media from 
the large Metropolitan newspapers, who have in the past, more than proved their 
worth, but rather are openly admitting their vital part in Canadian affairs. 


One of the most encouraging trends in our business in recent years has been 
the influx into real estate of a high type of young man — intelligent, well-educated 
and well-mannered. It is indeed heartening to feel that real estate is rapidly gaining 
public approval, and can, on its own merits, attract these highly desirable individuals. 


In thinking back, | believe that realtors, more than any other group of citizens 
that come to mind, are invariably a strong force for good in their communities. 


Let me illustrate. The average man in some other line of endeavor travels from 
his home to his place of business daily, and on occasion he may with his family drive 
around his home town and observe the progress being made. He may read about the 
problems of his city in the daily newspaper, but generally speaking, he has very little 
concrete knowledge of the overall concerns of his city, other than those in his own 
area, of course, which might specifically affect him. 


Contrast this, however, with the realtor who, in the very nature of his work, 
must know the city and its environs intimately. The realtor is aware of the need for 
additional schools; the extension of necessary public utilities and services such as 
light, gas, sewer, the expansion of public transportation and so on. 


Aware of Urban Problems 


The realtor is aware of the trends to the suburban areas not only of people, but 
of shopping centres. He is acquainted with the ever-increasing concerns of the down- 
town business area, including high taxes, assessments and rentals, the lack of ade- 
quate parking. In many cities, Downtown Business Associations have been formed to 
lure the shoppers back downtown, and these groups have called on the realtor for 
advice and assistance in acquiring parking space. 


The realtor is fully aware of those areas in his city which are going out of fash- 
ion, which are declining in value and may become a blight or a slum problem, perhaps 
leading ultimately to condemnation and expropriation. 


The realtor understands the problems caused by the flow of people from rural 
areas to the cities. During the war the farmer was forced to get along with a 
minimum of help. Today he can farm large areas of land with the aid of modern 


machinery, and the sons and daughters are flocking steadily to the amenities and 
conveniences of the cities. 


This trend to the heavily populated area has further been accelerated by the 
numbers of displaced persons and immigrants from abroad taken in by Canada; and 
the realtor is acutely aware of his city’s problems with respect to the necessity of 


securing a balance of attractive industry to provide employment for all these new 
town dwellers. 


Understands Individuals Active Civic Leaders 


But not only does the realtor under- The realtor for all of these reasons is 


stand the problems of his city, he under- 
stands the problems of its citizens. Be- 
cause he is dealing with the public's life 
savings, because he is instrumental in 
arranging for the largest single purchase 
that the average individual ever makes, 
his home, the realtor is keenly aware of 
the financial problems of his fellow-citi- 
zens. He knows the availability of cash; 
he is alive to the rise and fall of rents 
through the revenue-producing properties 
he manages; he is acquainted with the 
availability of mortgage monies, the 
changing policies of the local banks. 


In short, the realtor, more than any 
other single member of his community, is 
intimately acquainted with all the prob- 
lems of his city and its people. 
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invariably a civic-minded individual with 
a highly developed social consciousness. 
You will find a large number of realtors 
serving the public and their communities 
as active leaders in the Board of Trade; 
the Chamber of Commerce, service clubs 
such as Rotary and Kiwanis, Home and 
School organizations. Realtors in many 
cities are prominent on City Council as 
Aldermen, Mayors, and they serve as 
members of the legislature and so on. 


It is my firm belief, therefore, that the 
realtor is a solid, responsible and respec- 
ted citizen — not only fully aware of the 
needs and conditions of his community, 
but one who is prepared to do something 
about it, and if necessary, lead the way. 


HOUSEHOLDERS IMPROVE 
THEIR PROPERTIES 


The average American spends $500 
a year on home improvements — and 
spends 90% of that money improving 
the exterior of the home. 

Most popular single improvement 
was addition of storm windows and 
doors. Second on the list were awn- 
ings, followed by patios, carports and 
garages. 

Favorite interior improvement in 
the past five years has been the con- 
version of either a basement or a gar- 
age into a family room. 

Updating kitchens and bathrooms 
followed as next most popular interior 
improvement. 


P.R. 


(Continued from page 12) 


It’s not helping the sale any if you 
have to tell the potential buyer, ‘I’m 
awfully sorry, but | don’t seem to have 
that information with me. I’m afraid it’s 
back at the office .. .”’ 

A sufficiently large brief case — 
really a portable filing cabinet for the 
real estate man who conducts so much of 
his business in his car — can add greatly 
to his efficiency. In this connection it 
might be well to consider keeping a 
duplicate set of files—-one for the 
office, a second for the car. 


ANY WAY 
YOU LOOK AT IT... 





IN CENTRAL AND NORTHERN 
ALBERTA NEARLY EVERYONE 
NEEDS 


The JOURNAL 


Sell the BIG ALBERTA MARKET .. . through 
the Edmonton Journal CLASSIFIED 
SECTION. The constantly growing 

volume of British Columbia and 
Saskatchewan advertisers reflects the 
real power of Journal Want Ads 
in selling business and commer- 
cial property in Western 
Canada. Advertise where 
Alberta investors look... 
the Classified Section 
of The Journal. 


THE EDMONTON 
JOURNAL 


One of the eight Southam Newspapers 











DON'T MAKE 
EM "DO - IT- 
YOURSELF" 

CLAIMS EXPERT 


The president of the California Real 
Estate Association recently listed reasons 
which may conceivably result in a pro- 
spective purchaser searching out and 
selecting a home on his own. His re- 
marks suggest that it may be the fault 
of the salesmen’s technique that en- 
courages prospects to do this and asks: 
1) Do you tell prospects to ‘‘drive by 
and see it for yourself?’ 

2) Do you give address and street num- 
ber in your ads? 

3) Have you become over-conscious of 
price? 

4) Do you give prospects a list of homes 
to inspect alone? 

5) Do your FOR SALE signs reflect the 
quality of your service? 

6) Do you “’show him a dog first’’ then 
take him to a doghouse? 

Or, do you give your prospective pur- 
chaser an opportunity to tell you what he 
wants in a home and then do you try to 
sell him what he needs and can pay for? 
Let’s not permit this ‘‘do it yourself’’ 
phase to extend to the buying and selling 
of homes by your prospective buyers and 
sellers 


SASKATCHEWAN ELECTS OFFICERS 





The Saskatchewan Real Estate Association’s 7th Annual Convention held in 
tegina in June showed a good turn out of 169 delegates, wives and guests. The 
Honourable R. A. Walker, Q.C., Attorney-General of the Province, along with 
CAREB Vice-President Don Koyl, were guest speakers. The new officers are 
shown (reading left to right): Back row: Directors G. N. McCallum, Saskatoon; 
S. J. Loshack, Prince Albert; R. L. Cawsey, Regina; L. R. Jones, Saskatoon; W. 
Taylor, North Battleford; V. Officer, Regina. Front row: Bill Johnston, Direc- 
tor; Doug Woodley, Second Vice-President; S. G. Clear, Past-President; R. P. 
Clombies, President; J. S. Walker, First Vice-President.(Not shown: Jim Dun- 


can, Director). 


“Quit Singing the Blues” 


careb vice-president warns/ 


TW 
ws 


fee 


Left to right: Don Koyl, Vice-President of CAREB; Ivan 


~ 
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il 


Thrasher, President Windsor Board and Alex Hoffman, 
Past-President of the Windsor Board. Picture was taken 
at a recent luncheon meeting held in Windsor. 
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Don Koyl, Vice-President of C.A.R.E.B. 
was very emphatic when he told a Realtor 
Audience to "Quit singing the blues!" Mr. 
Koyl was luncheon speaker at a gathering 
of Windsor Realtors, 


We quote exerpts: 


“Canada nationally has a position in 
the world beyond our expectations. No 
one in real estate business has said there 
is a recession. Canada needs more capital 
for industrialization. The north country 
of Canada is a new frontier. We are the 
envy of the world. Canadians are paying 
debts faster than ever before.’’ He went 
on to say ‘’we should try to safeguard the 
fundamentals of our profession. Have 
pride in your job. Examine your own 
office. Don’t pass up old prospects. 
You've got to make something happen. 
Have a healthy attitude towards your 
business. Team of broker and sales staff 
is the essence of co-operation. We must 
realize we deal with peoples’ lives 
through their homes. Multiple listing ser- 
vice is one of the best ways to give ser- 
vice to your customers. Personal en- 
thusiasm is the answer.” 

Don Koyl’s brief and punchy address 
was enthusiastically received. 











Second article — series: of ten — on 


ADVERTISING & PROMOTION 


by WES MITCHELL 


BRAIN STORMING 


Altho’ the art of ‘brain storming’ is 
not peculiar to the Advertising profession 


alone, nevertheless, it is used in one 
form or another, by most advertising 
Agencies. 

Usually, several Ad men will gather 


in an office to initially launch a large 
campaign. These men include the Art 
Director, Account Executive (creative 
salesman who supervises the account), 
copy writers, production supervisor, and, 
possibly a senior executive. 


From this meeting and later ones, the 
group will formulate a campaign in all 
its phases. Work is delegated, produc- 
tion schedules made, and media research 
started (more about this in later articles). 


An Ad campaign for product X could 
incorporate several media, i.e., radio and 
TV spots point-of-purchase cards 

window streamers . . . direct mail 
magazines and newspapers 


billboards, and many other forms. All 
these are correlated, space or time 
bought and production schedules ar- 


ranged so that all media publicize the 
product according to pre-arranged plan. 


Brainstorming has become a distinct 
and highly important profession. Properly 
handled, it can bring out latent creative 
ideas from nearly all of us. | believe the 
first. known instance of this was origi- 
nated by a chap named Gray, in the 
States. 


| recall reading of a hydro electric 
power company which had a costly prob- 
lem on their hands. Their high voltage 
lines were regularly broken down by the 
weight of ice forming on the wires. 


During a ‘brain-storming’ session, the 
group of Hydro employees were asked 
for ideas on how this problem could be 
licked. The accepted suggestion that 
finally came out of the meeting saved 
the company thousands of dollars. 


The solution involved the use of a 
helicopter which flew over the wires. 
The downdraft shook the ice free. You 
can readily see how this plan would save 
much time and money, yet is really 
simple when you think of it. 


err" Brain-storming 


In organized brain-storming a modera- 
tor sits at a table with a bell in his hand. 
He presents a problem to the class and 
asks that each member speak out with 


any idea, no matter how pointless it 
may be. (The purpose of the bell is to 
discourage anyone from laughing or 
criticizing). 
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When the rest of the group hear a 
suggestion advanced, they immediately 
begin to think of that idea, or develop 
one of their own. From 50 or so sugges- 
tions, One or two develop into a workable 
solution. 


Latent Talent in Your Staff 


Any group of three or more men will 
surely, given an opportunity, come up 
with solutions that could help you in 
your work. 


Assume that your firm is in the dol- 
drums season and you want to increase 
sales. Gather your staff (preferably in 
the mid-morning while minds are fresh) 
and present them with a problem. 


For example: ‘‘How can we stimulate 
house sales during January?’’ Throw 
this idea to them following the above 


procedures. Encourage them to air their 
idea, briefly and concisely. Tell them 
before the session starts to limit their 


ideas to ‘meat’ only. Let’s follow a hy- 
pothetical trend of thought: 

Salesman A: ‘’Why not use direct mail?”’ 
Salesman B: ‘Yes send them to 
5,000 homes in our area.” 
Moderator: ‘‘What would we 

them?” 

“‘We could say’ Is your home freez- 
ing? Would you like a snug home? 
Fuel Bills too high? 


WE HAVE JUST THE HOME FOR 
YOU. NOT FAR FROM YOUR PRES- 
ENT LOCATION? BUT IT WILL 
ANSWER ALL YOUR NEEDS. COME 
SEE US TODAY. SAVE YOURSELF 
SCORES OF DOLLARS ON HEATING, 
Et.” 


Salesman C: ‘‘Why not have a film made 
of a family group around a fire-place 
— the kids in pyjamas showing how 
cozy a home could be, and run it on 
TVe" 

Salesman D: ‘‘That would be too costly!” 

Moderator: RINGS BELL because of criti- 
cism offered. 

Salesman A: ‘’On this direct mail folder, 
the card could fold out to show a 
family sprawled around a fire, with 
cosy copy to stimulate the ad.” 

Salesman B: “‘Yep! You could also affix 
a penny to the card and say ‘Penny 
for your thoughts when you read this. 
Try to get over the feeling that ‘YOU 
TOO CAN ENJOY ALL THIS... WE 
HAVE THE HOME THAT WILL GIVE 
YOU THESE CREATURE COMFORTS 
«+ See US TODAY” 

(NOTE: The above ideas are the sort that 

flow virginally from the mind. As the 

session developes, these ideas will corre- 
late into neat packages, from which you 
extract your future campaign.) 


say on 
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The writer, while instructing a class, 
had to show how the problem of moving 
goods in off-season could be met by 
advertising. For instance: Campbell's 
Soups sell ‘Soup on the rocks’ in mid 
summer. The soft drink people push 
their products in the winter by tying 
them in with festive occasions. 


The problem we kicked around was to 
develop an off-season ad campaign for 
a manufacturer of wire screens. Among 
the suggestions offered were: ‘Use 
screens to make paper-mache figures for 
Christmas.’’ ‘Screens saturated with 
glue upon which several layers of gauze 
were placed and, this unit inserted into 
hot air registers to filter air cheaply.”’ 


A Japanese student developed an idea 
which was unrelated to the direct prob- 
lem but still, | must show how this idea 
developed from the others. He said ‘’Why 
not develop a liquid which, when sprayed 
on a screen, would harden into a trans- 
parent covering. This would convert the 
screen into a storm window. In _ the 
spring, spray a solvent onto the window 
and reconvert it to a screen.’’ (A chem- 
ical firm could use this idea). 


See what | mean, by one idea develop- 
ing another? It has worked exceedingly 
well for others, and can for you. Use 
your staff. Their brains are loaded with 
latent thoughts that could set your busi- 
ness onto a completely original track. If 
you insist in following the tried and true 
methods of business, you are just plug- 
ging away. If you develop new ideas, 
you will succeed. You just can’t miss. 
Don’t let your mind go into the doldrums 
of apathy. Don‘t take another’s word 
that a recession or off-season is upon us. 
80% of business men succumb to this 
attitude the other 20% are suc- 
cessful. 


Walter Weir, Executive Vice-President 
of Donahue & Coe Advertising Agency, 
wrote the feature article of the maga- 
zine ‘Advertising Age’, August 4th edi- 
tin. His theme was ‘elements of market- 
ing’. | quote an exerpt: 


“I do believe there exists 
the human psyche an ability 

true ability — to anticipate more 
surely than scientific means yet 
make possible the fine and delicate 
shells of human aspiration one is 
likely to find on the beach tomor- 
row. And I think this-is accomp- 
lished, to a large degree, through 
the use of fictions which the creative 
mind brings into being.” 


within 
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The third, and next instalment will deal 
with audience selection and forms of 
advertising. 
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PERSON to PERSON 


A REALTOR roundup of personalities or events 
from Coast -to-Coast 


shutters 


can improve the outside of old 
brick homes. Paint the brick work then 
put up shutters alongside windows. If 
shutters are painted in a harmonious 
contrasting colour, the effect will relieve 
the bareness of the walls 


Secretary-manager 


Trevor C. Cox has been appointed 
secretary-manager of the Ontario Gen- 
eral Contractors Association, succeeding 
Norman Fraser. Mr. Fraser will congen- 
trate his activities with the Toronto 
Builders’ Exchange. Mr. Cox was con- 
ference leader in the industrial relations 
department of Ford of Canada, Windsor. 
He is former director of education for the 
Toronto Real Estate Board, and a war- 
time RCAF pilot 


Christmas Gift 


and then there was the Realtor who 
sent out direct mail suggesting that you 
‘order your house now for Christmas.’ 
Reminds us of a ‘Home week’ parade in 
which University of Toronto Medical stu- 
dents entered a float with a sign urging 
‘order your box now . for Xmas! 


Taxi please! 


a Toronto Realtor, investigating a 
certain ‘home shopper’ found that the 
worthy gentleman always wanted to view 
a home in the Eglinton West District 
around 4.30 every evening. He wished to 
be picked up near Spadina and King 
Streets. The Realtor’s check proved that 
several salesmen were rooked into pro- 
viding transportation for this astute indi- 
vidual, who arranged appointments to 
see any home, which just happened to be 
within walking distance of his own home. 





EDITORIAL 
(Continued from page 3) 


The code of ethics for the Canadian 
Association of Real Estate Boards has 
this to say in the preamble: 

“Under all is the land. Upon its wise 
utilization and widely allocated owner- 
ship depend the survival and growth of 
free institutions and of our civilization. 
The Realtor is the instrument through 
which the land resource of the nation 
reaches its highest use and _ through 
which land ownership attains its widest 
distribution. He is a creator of homes, 
a builder of cities, a developer of indus- 
tries and productive farms... ” 

In a pamphlet issued by the N.A.R.- 
E.B. Chicago, entitled ‘Superior equip- 
ment of the Realtor’’, they quote: ‘’The 
Realtor receives Fruits of Organization 


‘All you strength is in your union. 
All your danger in discord’.” 
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Good time? you bet! 


Kitchener-Waterloo Board had a 
get-together in June when 150 mem- 
bers sat down to a tasty dinner of pig 
tails and spare ribs. They end their 
quote by saying “good music and 
dancing carried on until ...! A com- 
bination like this is irresistable, hope 
We get an invitation next time. 


new fad 


psychologists will have a difficult 
time explaining why a fad is developing 
which desires things as they were in the 
early century. Not only is gas lighting 
‘coming in’ for outdoor patios, etc., but 
now, certain entrepieneurs are develop- 
ing an exact replica of the 1903 Olds- 
mobile; the only concession to this soft 
age being the self starter, better tires and 
other legal requirements. Who wants a 
semi - detached, eight room, 3 - floor 
house? 


pigeons fled 


. from the Haddonfield National Bank, 
Haddonfield, New Jersey, because pig- 
eons don’t like mice — they eat pigeon 
eggs. The Bank installed 14 toy rubber 
mice on roof, drains and chimneys. It 
worked. The pigeons flew away toward 
the Presbyterian Church 


summons anyone? 


. . . @n industrial development firm 
recently had sweet young things issue 
‘summons’ to a selected group whom 
they wanted to view a land development 
in hopes that the viewers would buy land 
for industrial development. From all re- 
ports, attendance at the opening of the 
development was more than gratifying. 
Reminds us of a sage observation which 
went something like this: ‘An article’s 
value is enhanced by the personality of 
the holder!’’ Anyways, the next time we 
get a summons, we certainly hope its 
delivered by sweet stuff, rather than the 
usual hard-bitten policeman we _ usually 
have to contend with 


Caveat emptor 


. a chap who thought he was familiar 
with a certain area in Saskatchewan 
bought a 160 acre snow covered farm. 
The next spring he found that his pur- 
chase had shrunk to 40 acres... the 
rest was a lake! How much do you want 
to bet the farm is up for sale the next 
winter? ... 


We cey 


Li 





calendar 


15th Annual Conference, Canadian As- 
sociation of Real Estate Boards, Queen 
Elizabeth Hotel, Montreal, P.Q., Sep 
tember 20-24 


3rd annual C.!.R. meeting to be held 
Saturday, September 20th, in the 
Queen Elizabeth Hotel, Montreal. 


REGIONAL Conference at the Sheraton- 
Mont Hotel, Montreal, Saturday, Sep- 
tember 20th for the Appraisal Institute 
of Canada. 





LETTERS TO 
THE EDITOR 


Dear Sir: 

Would you kindly renew our sub- 
scription to “The Canadian Realtor”. 
Your magazine is read with avid in- 
terest each month, and, may we thank 
you for doing such a commendable job 
in publishing such a fine magazine. 

Would you forward a copy of the 
“Appraisal of Real Estate’, which we 
understand, costs $8.50. 

We are enclosing a cheque for 
$13.65 to cover both requests, plus 
bank charges. 

Yours truly, 
J. R. MeWilliam, Manager 
Armac Realties Limited, 
Montreal, P.Q. 


Dear Sir: 

Just a short note to thank you for 
handling my last change of address 
so promptly. 

I am happy to advise that we have 
now secured excellent office accommo- 
dation . and in order to expedite 
proper mailing of the Realtor, would 
like you to effect my new change of 
address as follows... 

E. M. H. 
Calgary, Alberta 
Editor’s Note:—We're pleased to make address 
changes to ensure readers do not miss a single 
copy of the Realtor. But be sure to notify your 
change of address promptly, so that our Circula- 


tion Department may make the necessary 
changes to the Addressograph plates. 





HEADING UP 


Editor's Note:—We will commence a | 
entitled: “Heading Up" in the October issue 
of the Realtor. Promotions amongst your 
staff will be published, when space is avail- 
able in this proposed column. Please let. us 
have this information and, any other news 
that you feel may be of interest to our 
readers. 











REAL ESTATE 
DIRECTORY 





GENERAL 
REAL ESTATE 


CORNWALL, ONT. 
Dominic A. Battista, Realtor, 
634 Augustus St., 
Cornwall, (the Seaway City). 


NANAIMO, B.C. 

“On the blue Pacific” 
Nanaimo Realty Co. Ltd., 
Nanaimo Realty Block. 


SUMMERSIDE, P.E.I. 
“Summerside Realties”’ 
Box 298, Summerside, P.E.I. 


BARRIE, ONT. 

Charles A. Rogers Realtor, 
Sterling Trusts Building, 
PArkway 6-6387. 


OTTAWA, ONT. 

P. Hubert McKeown, 

McKeown Realties Ltd., 

169 Somerset St. W., (CE. 2-4806). 


VANCOUVER, B.C. 
Len Korsch Realty Ltd., 
2331 Granville St. 


FORT WILLIAM, ONT. 
Willport Realty Limited, 
Fort William - Port Arthur. 


FOR REAL ESTATE 
SALE 


BRANDON, MAN. 

Hughes & Co. Ltd., 

125 - 10th Street. 

CALGARY, ALTA. 

Burn-Weber Agencies, 

218 Seventh Ave. W. 
EDMONTON, ALTA. 

Spencer & Grierson Ltd., 

10517 Jasper Avenue. 
NIAGARA FALLS, ONT. 

David D. McMillan, Limited, 
1916 Main Street. 

OTTAWA, ONT. 

Charles A. Brownlee Limited, 
63 Sparks St.—CEntral 2-4203. 
PETERBOROUGH, ONT. 

Irwin Sargent and Lowes, 

441 Water Street. 

QUEBEC, QUE. 

Ross Brothers & Company Limited, 
P.O. Box 9 (Uppertown) 
LAfontaine 2-4091 

WINDSOR, ONT. 

Alex E. Hoffman, 

930 London St. West. 
CALGARY, ONT. 

Clair J. Cote Ltd., 

41 Hollinsworth Bldg. 
EDMONTON, ALTA. 

Weber Bros. Agencies Ltd., 
10013 - 101A Ave. 

OTTAWA, ONT. 

C. A. Fitzsimmons and Co. Ltd., 
Realtors, 197 Sparks Street, 
Ottawa, Ont., Phone CE. 6-7101. 


FOR INDUSTRIAL 
SITES AND PROPERTIES 


@ CALGARY, ALTA. 
Clair J. Cote Ltd., 
41 Hollinsworth Bldg. 


@ EDMONTON, ALTA. 

Melton Real Estate Ltd., 

10154 - 103rd Street., Phone 47221 
@ EDMONTON, ALTA. 

Don Reid Real Estate Co., 

11563 Jasper Avenue. 
@ FORT WILLIAM, ONT. 


G. R. Duncan & Co. Ltd., 
121 May Street. 


e HALIFAX, N.S. 

Roy Limited, 

Roy Building. 
@ REGINA, SASK. 

W. Clarence Mahon, 

350 Western Trust Bldg. 
@ WINDSOR, ONT. 


Alex E. Hoffman, 
930 London St. West. 


@ EDMONTON, ALTA. 
Weber Bros. Agencies Ltd., 
10013 - 101A Ave. 


FOR IDEAL 
STORE LOCATIONS 
@ FORT WILLIAM, ONT. 


G. R. Duncan & Co. Ltd., 
121 May Street. 


FOR APPRAISALS 


@ CALGARY, ALTA. 
Ivan C. Robison & Company, 
703-5 Street West, 
Phone AMherst 63475. 


@ EDMONTON, ALTA. 


Weber Bros. Agencies Ltd., 
10013 - 101A Avenue. 


@ TORONTO, ONT. 
Chambers & Meredith Ltd., 
24 King Street West. 


e@ ST. CATHARINES, ONT. 
Andy Hawreliak, Realtor, 


Dominion Building, MUtual 4-2324. 


@ OTTAWA, ONT. 
C. A. Fitzsimmons and Co. Ltd., 
Realtors, 197 Sparks Street, 
Ottawa, Ont., Phone CE. 6-7101. 





FOR SUMMER 
PROPERTIES 


@ MUSKOKA, ONT. 
Francis J. Day, 
Port Carling - Phone 84. 


FOR PROPERTY 
MANAGEMENT 


@ HALIFAX, N:S. 
Roy Limited, 
Roy Building. 
@ VANCOUVER, B.C. 
Blane, Fullerton & White Ltd., 
517 Hamilton Street. 
@ WINDSOR, ONT. 


U. G. Reaume Ltd., 
176 London St. W., 
802 Canada Trust Bldg. 


@ CALGARY, ALTA. 
Crown Trust Company, 
227 Eighth Avenue W. 





Rates for Professional Listings 


For six insertions $50.00 
For twelve insertions $80.00 


WESTERN CANADIAN 
APPRAISALS 
Arthur E. Jellis, M.A.I. 


ACCREDITED MEMBER: 


American Institute R.E.A. and 
Appraisal Institute of Canada 


MELTON REAL ESTATE LTD. 
Head Office, Edmonton, 10154- 103rd St. 
Phone 47221 
Calgary, 534 - 8th Avenue West 
Phone AMhurst 6-867! 


Vancouver, 2396 E. Broadway 
Phone HAstings 9410 


Rates for Advertising 
in the Real Estate 


Directory: Per 

Issue 

2 lines — 12 issues $3.00 
2 lines — 6 issues .. $3.50 
2 lines — less than 6 issues $4.00 


Additional lines 50 cents per issue. 
No charge for city and province lines 


PROFESSIONAL 
LISTINGS 


HANKS & IRWIN 
ARCHITECTS 
2848 Bloor St. W., Toronto 
RO. 6-4155 


FOR THE BEST INFORMATION 
ON B.C. REAL ESTATE 


Office buildings, industrial and revenue pro- 
perties, homes, building lots and sub-division 
developments. 
Write, wire or phone 
BOULTBEE SWEET & CO. LTD. 
555 Howe St., Vancouver, B.C. MU. 1-7221 








“Glue me a man who thindsteth 
for knowledge and — 7 will shou 


THE ROAD TO SUCCESS 
IS NOT EASY BUT — 
CAN BE VERY ENJOYABLE — 


It is never too late to learn. Why not start this year? 
Become a recognized authority on all phases of Canadian 
Real Estate. 


The C.I.R. Correspondence Course will give you enough 


knowledge to push you up the ladder of success. 


DON'T HESITATE ...SEND TODAY FOR A SYLLABUS AND ENROLLMENT FORM. | @ 


Write: C.1.R. Correspondence Course 
109 Merton Street 
Toronto 7, Ont. 





